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Backed by: 


10-day advertising campaign’ directed to 11 million read- 
ers in these 23 key-city newspapers, from coast to coast: 


Albany Times New York Daily Mirror 
Atlanta Georgian-American New York Journal-American 
Baltimore News-Post Oakland Post-Enquirer 
Boston American Pittsburgh Sun-Telegraph 
Boston Daily Record San Antonio Light 

Boston Sunday Advertiser San Francisco Call-Bulletin 
Chicago American San Francisco Examiner 
Chicago Herald-Express Seattle Post-Intelligencer 
Detroit Times 3 Syracuse Journal American 
Los Angeles Examiner Washington Times and Herald 


Los Angeles Herald Express Wisconsin News 


~ Milwaukee Sentinel 


‘GEORGE BRENT. 
CLAUDE RAINS 


‘BARTON MacLANE - JOHN LITEL 


**4 pproximately 10,000 lines, sched- | — is ns he is 


uled to run in each paper. Also pro- i _ Theatre and Date 
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- vides ads for hold-over engagements. 
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serial story in 14 big circulation newspapers, promoted 
by front page banner lines and advance display ads. 








_N. Y. Journal-American boosts the new serial 
with 2-sheet posters on all their delivery 
trucks—a few lined up for your inspection. 





Months of advance publicity 
and “art” breaks in these popular movie and fiction maga- 


zines (over 6 million com 









circulation): 
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That’s how movie fans in big cities, and 
rural communities as well, know about “Gold”—giving you 
a flying start for local publicity follow-up. (See the 12 pages 
of prepared publicity stories and art on pages 12 thru 23. 


[5] 





An unprecedented demand for 
romantic action pictures in 
Technicolor, manifested by the 
peak business records estab- 
lished by “God’s Country And 
The Woman” in theatres of 


every size all over America. 


ae 


the glorious follow-up in the 1938 


..-[t jibes with the popularity of 
pictures produced in the great 
outdoors!...It is plentifully sup- 
plied with front line box-office 
names!...You’ll find “Gold” 
staked with easy exploitation- 
ready for your showmanship! 
Check the 69 practical low-cost 


ideas on the following pages... 
[6] 
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Four-page brochure—size 844" x 
11” folded—illustrated on this 
page, has been mailed by the 
Motion Picture Producers & 
Distributors of America (the 
Hays Organization) to approxi- 
mately 30,000 teachers, librar- 
ians, community leaders and 
heads of women’s clubs through- 
out the United States. The front 
page carries a letter which is 
one of the series on outstanding 
photoplays which the Hays Of- 
fice is bringing to the attention 
of these wide and varied groups. 
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Pages two and _ three 
(the inside spread) re- 
produced in small size 
on the right, are a lay- 
out of scenes from the 
photoplay; also a series 
of questions for photo- 
play study groups. Page 
four is blank for the- 
atre ad and imprint. 


Additional copies available for theatre distribution $1.00 per hundred, prepaid. 


Order from: MOTION PICTURE PRODUCERS & DISTRIBUTORS OF AMERICA, 
28 West 44th Street, New York City 
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Scholastic r | 
eaches 400,000 
,000 educators and 
students with thi 
is 


feature article in February 5th iss 
ue. 


POPULAR PRICE BOOK PROMOTION 


Grosset and Dunlop, publishers of the popular price edition, are back of this picture 
with a tremendous campaign. Dealers have been supplied with 3 color 2112” x 134,” 
display card (illustrated in reduced size). Each displays a still from the picture. Ready 
for your tie-in with stills, cutouts and book marks which you supply local dealers. 


PHOTOPLAY 


A SCENE FROM THE 





See page 26 for other book tie-up suggestions 


LUX BIG SPACE “PLAYDATE” CAMPAIGN 
IN 32 KEY CITY NEWSPAPERS 


Papers scheduled 
for this ad: 


Albany News 
Atlanta Journal 
Boston Globe 
Brooklyn Eagle 
Buffalo News 
Charlotte Observer 
Cincinnati Times Star 
Chicago News 
Cleveland Press 
Dallas Times Herald 
Denver Post 

Detroit News 


Des Moines Register 
Tribune 


“Here's her simple 


Indianapolis News t - 
Kansas City Star Times 7 | 7 
Memphis Comm/’I. Appeal 
Milwaukee Journal 
Minneapolis Tribune 
Oklahoma City Times 
Omaha World Herald 


| — hoking .. 
Philadelphia Bulletin — Toilet Soap. _ 
oe ; ne tect yOUr complex: 


prevents 


Pittsburgh Press 
Richmond News Leader 
St. Louis Post Dispatch 


San Francisco Call 
Bulletin 


Salt Lake City Tel. 
Tribune 


Seattle Times 
Washington D.C. Star 
Hollywood Citizen News 


Los Angeles Herald 
Express 





11," x 6 cols. 


Los Angeles Examiner 


d ctual size is 
7 eau 
New York News IIlustrated in rr 


ced size——a@ 


To get the most out of these big ads, we suggest you buy newspaper space for under- 
liners to repeat title, stars and punch out your theatre name and playdates. If your 
city is not listed above contact your local Lux distributor for further forms 


of local dealer tie-ups such as counter and window displays in retail stores. 


READY-TO-USE MAX FACTOR AD 
FOR LOCAL DEALER TIE-UP 


Max Factor introduces with 
this advertising, actual col- 
or values of make-up. The 
advertisement shown here 
in actual size will be sent to 
department stores desiring 
to take advantage of this 
tie-up in the cities printed 
below. This list shows the 
cities only, as it is at the 
option of the local depart- 
ment stores to choose 
, which newspaper is to run 
this ad. Service depart- 
ments listed below are sup- 
plied with ad mats, window 


and counter displays. 


For further information, 
contact: 


K. D. CALDWELL, 
820 W. Olympic Blvd., 
Los Angeles, Calif. 


ALABAMA 
Birmingham 
-Montgomery 
CALIFORNIA 
Los Angeles 
San Francisco 
CONNECTICUT 
Bridgeport 
Hartford 
DISTRICT OF 
COLUMBIA 
Washington 


FLORIDA 
Miami 

ILLINOIS 
Chicago 


Peoria 





Max Factor Local Service Departments 


INDIANA 
Indianapolis 
IOWA 
Sioux City 
KENTUCKY 


Louisville 


LOUISIANA 
New Orleans 


MARYLAND 


Baltimore 


MASSACHUSETTS 
Boston 
Spring field 
W orcester 
MICHIGAN 
Detroit 
Grand Rapids 


MINNESOTA NEW YORK 
Minneapolis Albany 
St. Paul Brooklyn 

MISSOURI Sao 
Kansas Cc os Mt. Vernon 
St. Louis New York City 

N EBRASKA Rochester 
Lincoln Schenectady 
Omaha Syracuse 

NEW HAMPSHIRE White Plains 
Manchester Yonkers 

NEW JERSEY 
Newark NORTH DAKOTA 
Trenton Fero 

NORTH CAROLINA 
Charlotte OREGON 
Greensboro Portland 


OHIO 


Akron 
Cincinnati 
Cleveland 
Columbus 
Dayton 
Toledo 


Youngstown 


PENNSYLVANIA 


Harrisburg 
Philadelphia 
Pittsburgh 
Reading 
Scranton 


Wilkes-Barre 


RHODE ISLAND 


Providence 


TENNESSEE 
Chattanooga 
Memphis 
Nashville 

TEXAS 
Dallas 
El Paso 
Houston 
San Antonio 


UTAH 
Salt Lake City 


WASHINGTON 
Seattle 
Spokane 

WISCONSIN 
Madison 
Milwaukee 
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Beginning with this page the photo 
art is printed in two colors to add 
“color” to the general appearance of 
the publicity pages. However, the 
mats are available for one-color print- 
ing only, in newspaper screen in 


regulation column measures. 


IN CONFERENCE WITH THE AUTHOR — 
Clements Ripley discusses the story with 
George Brent. Olivia de Havilland and Direc- 
tor Michael Curtiz who bring “Gold Is: Where 
You: Find It” to the screen of the Strand on 
Friday for its first local showing. 
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(Lead Story) 


“Gold’s Where 
You Find It” 
Due At Strand 


“Gold Is Where You Find It,” 


a Warner Bros. all Technicolor 
production starring George Brent 
and Olivia de Havilland, is sched- 
uled as the Strand Theatre's next 
feature attraction opening on 
Friday. 

Based on the best selling novel 
of the same name by Clements 
Ripley, it is the story of the fa- 
mous feud between the wheat 
ranchers and the hydraulic min- 
ers of California during the 
1870's. 

During this period California 
was in an unsettled condition. 
The ranchers had not had time 
to organize and consolidate them- 
selves before the land was over- 
run by miners backed by large 
eastern financial interests. 

The mining operations in the 
mountains caused large quanti- 
ties of dirt and gravel to be 
washed down onto the wheat 
covered plains below. Thousands 
of acres were inundated and the 
damage ran into millions. 

“Gold Is Where You Find It” 
is the dramatic story of the final 
outcome of this battle for su- 
premacy between the miners and 
the ranchers which is now one 
of the high spots of California’s 
history, 

The large cast includes such 
outstanding players as Claude 
Rains, John Litel, Margaret Lind- 


say and Barton MacLane. 


Make-up for Horses 


Unfortunately, at least. for pic- 
ture purposes, horses do not per- 
spire unless subjected to extreme 
exertion. 

Eight gallons of the liquid, a 
chemical compound which keeps 
its lather for a period of several 
minutes, were used on the mul- 
tiplane Technicolor production, 


“Gold Is Where You Find It.” 


(Lead Story) 


“Gold Is Where You Find It” 
Coming to the Strand Friday 


“Gold Is Where You Find It,” 


an outdoor action drama dealing 
with the colorful war between 
the California farmers and hy- 
draulic miners of the 1870's, is 
scheduled to be the next feature 
attraction at the Strand Friday. 

It is a Warner Bros.-Cosmo- 
politan production, done in the 
newest Technicolor, and co-star- 
ring George Brent and Olivia de 
Havilland. It includes, too, such 
sterling players as Claude Rains, 
Margaret Lindsay, John Litel, 
Barton MacLane, Marcia Ralston, 
Tim Holt and Sidney Toler. 

“Gold Is Where You Find It’ 
is based on the best-selling novel 
of the same title by Clements 
Ripley, which ran as a serial in 
the Cosmopolitan magazine. It 


was made almost entirely in the 
outdoors, on the actual locale of 
the bitter conflict which it por- 
trays—in remote Trinity county, 
California. 

The cause of that ancient war- 
fare was this: The hydraulic 
miners, whose powerful streams 
of water tore away the hillsides, 
claimed that they had a right to 
search for gold in any way they 
chose. But the muck caused by 
their work (a combination of 
mud and sand and stone, called 
“slickens’’) poured over the fer- 
tile fields and crops. 

Conflict resulted. Battles were 
fought, many were killed. Fin- 
ally, a Federal court decision 
declared in favor of the agricul- 
turists and the hydraulic miners 
had to quit their operations. 
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(Lead Story) 


Strand Shows 
Technicolor 
Movie Friday 


The Strand Theatre's next fea- 
ture attraction is the new War- 
ner Bros. Technicolor produc- 
tion, ““Gold Is Where You Find 
It,’’ co-starring Olivia de Havil- 
land and George Brent. It will 
start its engagement on Friday. 

An outdoor drama based on 
the colorful war between the 
ranchers and the miners of Cali- 
fornia in the 1870's, ‘‘Gold Is 
Where You Find It’ is an adap- 
tation for the screen of Clements 
Ripley's best selling novel by the 
same name which ran serially in 
the Cosmopolitan magazine. 

During this period the wealthy 
but unorganized wheat ranchers 
were fighting desperately against 
the big financial interests which 
were running the hydraulic mines. 

The mining operation was car- 
ried on by the use of huge moni- 
tors which threw powerful 
streams of \ water against the 
mountainsides. The dirt and 
gravel which was thus washed 
out poured down over the valley 
ruining thousands of acres . of 
valuable wheat lands. 

In the picture, George Brent, 
playing the part of a young min- 
er from the east, arrives right at 
the height of this dramatic feud. 
The whole state is divided into 
two factions and bloodshed is the 
rule of the day. 

“Gold Is Where You Find It” 
is a vivid portrayal of this dra- 
matic story from history. 





Particular Dog 


George Brent’s Doberman dog 
refuses to drink any but running 
water. The star of Warner Bros.’ 
Technicolor production, ‘‘Gold Is 
Where You Find It,”” which opens 
at the Strand Theatre next Fri- 
day, taught the animal to drink 
from faucets as a gag; now the 
dog will have nothing else. 
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ADVANCE PUBLICITY 


Movie Men 
Delve Into 
Past History 


For a full half year, Dr. Her- 
man Lissauer and his staff of 
research experts had to answer 
questions like these: 


“How did bartenders draw 
beer in San Francisco in 1870? 
“Did banks send out typewrit- 
ten statements in the seventies? 


“Did San Francisco have tele- 
phones in 1878?” 

The men who wanted the an- 
swers were the writers and di- 
rector of the Warner Bros.-Cos- 
mopolitan Technicolor produc- 
tion, “‘“Gold Is Where You Find 
it Dr. Lissauer, you see, is 
head of the Warner research de- 
partment. 


Dr. Lissauer didn’t know off- 
hand how beer was drawn in the 
seventies. He had to find a vet- 
eran bartender and ask him. The 
doctor knows now... he knows 
that in those days steam beer 
was served over the bars and 
the barkeeper drew it direct 
from the kegs. 


Nor did he know whether 
banks sent out typewritten state- 
ments. But he found out they 
didn’t — that typewriters were 
rare. And he also found out that 
there were fifteen telephone 
lines in San Francisco and Oak- 
land in 1878 and that the prin- 
cipal users were’ doctors and 





Gold Country 
Location For 
Outdoor Film 


California as it was in the 
1870's is the locale for the new 
life-like Technicolor production, 
“Gold Is Where You Find It,” 
which is the next feature attrac- 
tion scheduled for the Strand. 


Trinity County, in faraway 
northern California, still un- 
touched by twentieth century 
civilization, was chosen as the 
“location,” in order to make the 
film story of the great feud be- 
tween the wheat ranchers and 
the gold miners as authentic as 
possible. Much of the story is 
actual history and much of that 
history actually took place in 
Trinity County — making the 
choice of location a perfect one. 
The entire production unit, in- 
cluding the stars, George Brent, 
Olivia de Havilland, Claude 
Rains, Margaret Lindsay and 
many others who are featured in 
the film, spent weeks in the 
wilds of Trinity—and enjoyed it 
hugely. So hugely in fact that 
they have decided to do their 
part toward making it a resort 
for tired movie folks who really 
and truly want to get away from 
it all. 

The beauty of the north Cali- 
fornia country réceives full jus- 
tice on the screen, for it photo- 
graphed in full color, said to be 


Mat available for one-color printing, No. 204—39¢ 
ATTRACTIVE OLIVIA DE HAVILLAND who co-stars with George Brent 
in the new Warner Bros.-Cosmopolitan Technicolor picture, “Gold Is 
Where You Find It,” which comes to the Strand Theatre next Friday. 


livery stable owners. even more natural than ‘God's 


Country and the Woman,” one 
of the most successful pictures 


Among other questions that 
Dr. Lissauer answered were 


these: 


Who was president in 1872? 
The answer to that was Ruther- 
ford Hayes. Dr. Lissauer ad- 
mits he had to look it up. Hayes 
was the vice-president who suc- 
ceeded the assassinated Garfield. 


What did a woman’s hat box 
look like in 18702 Dr. Lissauer 


found a picture of one. 


“Gold Is Where You Find It,” 
which was adapted by Warren 
Duff and Robert Buckner from 
Clements Ripley’s novel and 
then was directed by Michael 
Curtiz, co-stars George Brent 
and Olivia de Havilland. It 
comes to the Strand Friday. 





Mat available for one-color printing, 
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ROMANTIC TEAM—John Litel and 
Margaret Lindsay. featured.-: in 
“Gold Is Where You Find It,” 
coming to the Strand on Friday. 








THE STORY 


(Not for Publication) 


Colonel Christopher Ferris (Claude Rains) is one 
of the great wheat raisers of the Sacramento Valley, 
and the leader of a group of ranchers which for years 
has. been fighting the hydraulic miners in an attempt 
to stem the flow of mud, rocks and debris which in- 


undated their lands from the mining operations. 


Jared Whitney (George Brent) comes to Tenspot 
as an engineer to run the Golden Moon Mine. owned 
by Harrison McCooey (Sidney Toler). He rescues 
Lance Ferris (Tim Holt), Col. Ferris’ son, from a bar- 
room brawl and in gratitude Lance takes him home 
where he meets the Colonel and his daughter Serena 


(Olivia de Havilland). 


Jared and Serena soon find themselves in love, but 
the Colonel secretly orders Jared from the ranch. 


The young miner is transferred to San Francisco 
and is there when the courts issue an injunction against 
the miners in favor of the ranchers. 

McCooey orders Whitney to go to the mine and 
resist the law by force, but he refuses to do so. In- 
stead Jared hastens to Tenspot to prevent trouble. 


He arrives to find that the miners led by Slag Min- 
ton (Barton MacLane) have shot Lance Ferris when 
he attempted to serve the injunction. The enraged 
ranchers are preparing to storm the barricaded mine. 


Whitney pleads with the ranchers that such a move 
would be sheer suicide and they finally give him a 
chance to try a stratagem. 


Jared climbs the canyon below the mine and gains 
access to the powder shack. Procuring some dynamite 
he starts for the dam above the mine when he is 
sighted by Minton. In spite of a shoulder wound he 
manages to blow up the dam and the water rushes 
down over the miners. 

Col. Ferris and his helper are also swept away by 
the torrent, but Jared is able to save them, thus pre- 
venting trouble and winning the respect and friend- 
ship of the ranchers. 





of last year. In the film, the 
story of the struggle between the 
ranchers and the miners is told 
in stirring terms. The ranchers 
fighting to preserve their fertile 
lands from the depredations of 
of the miners; the miners main- 
taining their right to reap their 
harvest of gold from the earth. 
A beautiful love story is woven 
into the epic tale with handsome 
Irish George Brent and lovely 
Olivia de Havilland as its prin- 
cipals. 


Other prominent members of 
the cast, besides those men- 
tioned, are Barton MacLane, 
John Litel, Marcia Ralston, Tim 
Holt (young son of the famous 


Jack Holt), and Henry O'Neill. 





Mat available for one-color printing, 
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CLAUDE RAINS, who is featured 
in the Technicolor production, 
“Gold Is Where You Find It,” 
coming to the Strand next Friday. 


ADVANCE PUBLICITY 


Six Stars In 
Technicolor 
Film at Strand 


Most pictures which come to 
the local theatres boast two or 
maybe three stars at the head of 
their casts, but next Friday’s fea- 
ture presentation at the Strand 
entitled “Gold Is Where You 
Find It’’ has gone overboard with 
a roster which includes six out- 
standing players. 

A Warner Bros.-Cosmopolitan 
production in lifelike Technicol- 
or, ‘‘Gold Is Where You Find It’’ 
co-stars Olivia de Havilland and 
George Brent in the romantic 
leads. As if this were not enough, 
they are supported by such out- 
standing actors as Claude Rains, 
John Litel, Margaret Lindsay, 
Barton MacLane, Tim Holt (son 
of Jack Holt) and Marcia Ral- 
ston. 

The story is an adaptation 
from Clements Ripley’s best sell- 
ing novel by the same name which 
ran serially in Cosmopolitan 
magazine. An outdoor drama of 
gold in California, it tells of the 
famous feud between the hy- 
draulic miners and wheat ranch- 
ers which threatened to change 
the course of the state’s history. 

Said by reviewers to be one of 
the most beautiful and realistic 
Technicolor pictures ever pro- 
duced, its scope required a cast 
of unusual talent. Claude Rains, 
of “They Won't Forget’’ fame, 
plays the part of the leading 
rancher and father of Olivia. 
George Brent is a mining engineer 
who in a large measure is re- 
sponsible for ending the war be- 
tween ranchers and miners. 

The picture is entirely filmed 
in the new 1938 Multiplane 
Technicolor. A feature of the 
filming is that the scenes were 
actually ‘“‘shot’’ in the gold 
country itself, 





Letter 25 Years Late 


Claude Rains, who comes to 
the Strand Friday in ‘Gold Is 
Where You Find It,’’ recently 
received a_ letter which was 
mailed to him twenty years ago 
by a London fishing tackle firm. 
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THE WORLD IS THEIR APPLE— 
Olivia de Havilland and George 
Brent in a scene from the Tech- 
nicolor picture, “Gold Is Where 
You Find It.” coming to the 
Strand Theatre next Friday. 
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AT THE END OF THE TRAIL. Olivia de Havilland and George Brent 
who co-star in the Technicolor production “Gold Is Where You Find 
It” which comes to the Strand Theatre next Friday. 





Ancestor of Author 
Has Movie Role 


Speaking of coincidences— 

Robert Buckner, one of the 
adapters of Clements Ripley's 
novel, ““Gold Is Where You Find 
It,"’ which recently was filmed in 
Technicolor by Warner Bros.- 
Cosmopolitan studios, strolled out 
on a sound stage one day to 
watch them make tests of George 
Brent’s wardrobe for the produc- 
tion. 


Arriving on the set, he ob- 
served a familiar looking picture 
on the wall. At the earliest op- 
portunity, he went over to it and 
discovered that it was an old and 
very valuable engraving of his 
grandfather, General Simon Boli- 
var Buckner, C.S.A., in full-dress 


uniform. 


When he made inquiries of the 
property department, Buckner 
was unable to determine how the 
studio came in possession of the 
engraving, of which only two 
copies were known to exist, one 
in the Confederate Museum at 
Richmond, Va., and the other in 
the writer’s home. 

Gen. Buckner was governor of 
Kentucky for two terms and he 
ran for vice-president in the fa- 
mous election in which Tilden 
was defeated for president by one 
vote, 

Buckner, the writer, is now 
making arrangements to pur- 
chase the engraving from the 
studio so that he can send it to 
his three aunts in Virginia who, 
as he put it, would “hock their 
bustles” to gain possession of the 
priceless family relic. 


Rides Side-Saddle 
But All for Olivia 


The strange spectacle of a 
young man in riding togs trot- 
ting about the countryside on a 
side-saddle recently puzzled the 
citizens of Trinity County, Cali- 
fornia. 


But the citizens need not have 
been surprised by the unusual 
sight, for the explanation was 
quite simple. 

The gentleman in riding togs 
was young Tim Holt, son of the 
veteran motion picture star, Jack 
Holt, and probably the outstand- 
ing young horseman of the cin- 
ema colony. 

He was on location near Weav- 
erville, Trinity county seat, with 
Warner Bros. - Cosmopolitan 
Technicolor production, ‘Gold Is 
Where You Find It.” 

As for the side-saddle business, 
it seems that Olivia de Havilland, 
who co-stars in the production 
with George Brent, had to ride 
side-saddle when she reached the 
location to do her scenes. 

Unfortunately, no horse was 
available which had been trained 
to a side-saddle. When young Tim 
Holt learned this, he promptly 
threw a side-saddle on a young 
mare and proceeded to break the 
animal in to the old-fashioned 
type of horsemanship. 

He guaranteed that when Miss 
de Havilland mounted the steed 
she would have a gentle animal 
thoroughly familiar with the side- 
saddle. Olivia will be seen in 
“Gold Is Where You Find It” 
which starts next Friday at the 
Strand Theatre. 





Olivia Gives 
No Rules 
For Romance 


Olivia de Havilland, the young 
movie star, has no “rules for 
happiness” to give the waiting 
world and no advice to the love- 
lorn to offer. 


Olivia does not say what ex- 
perience it is she has had which 
brought her to these conclusions. 
Always before, she could be de- 
pended upon to have opinions on 
almost any controversial subject 
and to express them rather free- 
ly. Love, in the abstract, was a 
matter she would talk about 
willingly, while dodging all refer- 
ence to any romance she herself 
might be having. 


But now, the very mention of 
love sends the pretty twenty-one- 
year-old actress into a strong si- 
lence with lips set and eyes 
focussed upon the spot just 
above the interviewer's head. No 
direct answer is forthcoming. 


Only one thing is certain, say 
the young women who worked 
with Olivia on the Warner Bros.- 
Cosmopolitan picture, “Gold Is 
Where You Find It."’ That is, 
that Olivia is either falling in or 
out of love. No man’s name is 
suggested because none of them 
knows just what is in Olivia's 
mind behind that bland expres- 
sion. But her sudden reticence 
in such matters as advice on ro- 
mantic problems, they think, can 
mean only one thing. Olivia 
must have a love affair! 


She will be seen in ‘‘Gold Is 
Where You Find It,” with 
George Brent as co-star, at the 


Strand Theatre. The picture was 
directed by Michael Curtiz. 





First Trip Alone 
Olivia de Havilland made her 


first- location trip without her 
mother when she went into 
northern California to make 
“Gold Is Where You Find It” 
which comes to the Strand The- 
atre next Friday. 
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MARGARET LINDSAY, beautiful 
Warner Bros. featured player, as 
she appears in the Technicolor 
production “Gold Is Where You 
Find It” which comes to the 
Strand Theatre next Friday. 


CURRENT PUBLICITY 
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OLIVIA DE HAVILLAND who co- 
stars with George Brent in the 
current Strand Theatre presenta- 
tion, “Gold Is Where You Find 
It,” in lifelike Technicolor. 


Olivia Makes 
Many Friends 
On Location 


Olivia de Havilland came back 
to Hollywood from remote Weav- 
erville, California, where she 
was on location, making ‘Gold 
Is Where You Find It,’ the new 
life-like Technicolor production, 
in which she is co-starred with 
George Brent, now playing at 
the Strand Theatre, full of tall 
tales about an old stage coach 
driver with 23 bullet scars on 
his legs and a certain Mr. Mc- 
Donald with ‘‘nine notches in 
his belt.” 

It was the star’s first real lo- 
cation trip. She had been on 
location before, but always with- 
in shouting distance of the War- 
ner studio. 

Any other Hollywood © star 
might have been distressed by 
the hotel accommodations at 
Weaverville, but Olivia wasn’t. 
She liked the rambling old struc- 
ture, liked the informality of the 
innkeeper and the fact that there 
were no bellhops. 

“One old man ran it,’ she 
says. ‘He wasn’t there half the 
time. If you wanted ice water, 
you didn’t ring for it. You went 
downstairs and got it yourself, 
only there was never any ice.” 

The evening she reached 
Weaverville she went to the cafe 
for dinner. A big blonde waitress 
came over and shook her hand. 

“Hello, Olivia,’ said the wait- 
ress. ‘‘Gee, we're glad to see 
you! We've been expecting you 
for a week.” 

But it was Mr. Boyce, the 
stage driver, and Mr. McDonald, 
the man with the notches in his 
belt, who intrigued Miss de Hav- 
illand most. 

“Mr. Boyce was swell,”’ Olivia 
says. ‘“‘So was his wife. I went 
.to see them and Mrs. Boyce took 
his pants from her embroidery 
basket and showed me all the 
bullet holes. Mr. Boyce pulled 
up his trousers-and showed me 
the scars on his shins. He was 
shot way back in the 80’s when 
he was driving a stage, but he 
still remembers all about it.” 


REVIEW 


“Shall California belong to the wheat-growers, who 
bring food-crops from the soil each year, or to the 
hydraulic miners, whose terrific streams of water tear 
away the hillsides and ruin the adjacent farming 
lands?”’ 

In the 1870's that was the burning question of the 
day. Men fought about it. Many were killed. Bitter 
hatreds were engendered. The peace of the whole 
Golden State was disturbed. 

This situation forms the basis of “‘“Gold Is Where 
You Find It,’ a magnificent motion picture which had 
its first local showing yesterday at the Strand Theatre. 
It is a Warner Bros.-Cosmopolitan production, made 
with the newest Technicolor process—a great, sweep- 
ing drama that held audiences spellbound. 

By far the larger part of the action is outdoors, in 
nature's own tints. Warners had an outdoor picture 
in Technicolor last year called ‘“‘God’s Country and 
the Woman,” which achieved a tremendous success 
throughout the world. ‘“‘Gold Is Where You Find It” 
is much superior—which is indeed high praise. 

Co-starring are George Brent and Olivia de Havil- 
land: Brent as an Eastern mining engineer in charge 
of the hydraulic mining, Olivia as the daughter of the 
leading wheat-grower of the region, Claude Rains. 

There are plots, counter-plots, battles, floods, dy- 
namitings and constant turmoil before they reach 
their ultimate happiness. Taking part in all this action 
are such fine players as Margaret Lindsay, John Litel, 
Marcia Ralston, Barton MacLane, Tim Holt (husky 
young son of the veteran Jack Holt), Sidney Toler, 
Henry O'Neill, Willie Best, Robert McWade and a 
score of others, plus thousands of extras. 

“Gold Is Where You Find It’’ was directed by 
Michael Curtiz from the novel by Clements Ripley, 
which was adapted into a screenplay by Warren Duff 
and Robert Buckner. It is, beyond question, one of 
the outstanding photodramas of the season. 
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GEORGE BRENT who appears 
opposite Olivia de Havilland in 
the Technicolor production, “Gold 
Is Where You Find It,” now show- 
ing at the Strand Theatre. 


Brent Called 
Mystery Man 
Of Hollywood 


They call him the “mystery 
man” of Hollywood, but there 
just isn’t any mystery about 
George Brent. 

They say he’s a recluse, that 
he shuns the society of others in 
the motion picture colony, yet it 
is a rare occasion when Brent 
isn’t surrounded by his own par- 
ticular circle of friends. 


By Hollywood standards, the 
tall, handsome and muscular 
Irishman is perhaps a little bit 
“‘different."” He doesn’t care a 
whoop about the social side of 
the cinema colony. He hasn't 
been seen in a night club since 
the time he mistook the front of 
one for a bank one afternoon 
and got inside before he discov- 
ered his error. 


Brent doesn’t warm rapidly to 
strangers. To gain his friendship 
takes time, and lots of it. He's 
shy and embarrassed among a 
group of casual acquaintances, 
but among his close friends, who 
comprise assistant directors, stunt 
men, makeup men, electricians, 
and the like, he’s the life of the 
party. 

“I can’t understand what 
there is about me that would 
cause anyone to be puzzled,’’ he 
says. “I’m just an_ ordinary 
human being trying to live my 
life the way I like to. 1 have my 
friends, my hobbies, my dogs, 
my guns, my ranch, my horse 
and the things I value. I| eat 
three meals a day. I don’t see 
anything extraordinary in that.” 


For instance, he was on loca- 
tion in Trinity County, Calif., 
with Cosmopolitan’s ‘“‘Gold Is 
Where You Find It,’’ Technicolor 
production, which is now show- 
ing at the Strand Theatre, in 
which he is co-starred with 
Olivia de Havilland. The studio 
offered him accommodations in 
the town of Weaverville’s only 
hotel. 

“No, thank you,” Brent told 
the studio official. “‘I’ll stay with 
the rest of the boys.”’ 


CURRENT PUBLICITY 


Mining Town 
Presents 
Hard Problem 


Twenty or thirty years ago it 
would have been simple enough 
for the Warner brothers to find 
an old California mining town 
for their Cosmopolitan Techni- 
color drama, “Gold Is Where 
You Find It,’’ which is now the 
feature attraction at the Strand 
Theatre. 

But the old West isn’t like it 
used to be. There is a_red- 
fronted chain store in every 
block in Placerville. You'll find a 
service station across from the 
old jail in Sierra City. So if you 
want an old mining town, you 
have to build your own. 

Warner Bros. built their min- 
ing camp on their own ranch 
at Calabasas. It’s called Ten- 
Spot and the man who created 
it is Ted Smith, the art director. 

The selection of Mr. Smith to 
design the sets for “Gold Is 
Where You Find It’” was a good 
piece of casting for Mr. Smith 
is a native son. He still remem- 
bers when the stage coaches 
climbed the dusty roads and 
when there were blacksmith 
shops and general stores. 

There is the general store, 
with the hitching rail in front 
of it and the Wells Fargo office 
next door. And beyond is the 
hardware store with a dentist's 
office over it and a horse trough 
by the porch. 

There is, of course, a saloon 
with swinging doors but it isn’t 
practical. There’s no bar behind 
the doors because no action takes 
place inside. And all up and 
down the street are other build- 
ings—a blacksmith shop or two, 
a rooming house, a_ Chinese 
1aundry, a restaurant and a 
sambling hall. It’s just the kind 
of town which was typical of the 
West thirty years ago. 


Coyote Howls 
Recorded for Movie 


A Warner Bros.-Cosmopolitan 
sound crew was at Coarse Gold, 
Madera County, recently on the 
most unusual enterprise in the 
history of Hollywood. 

The crew was recording coy- 
ote howls for “Gold Is Where 
You Find It,’’ the melodrama 
now showing at the Strand The- 
atre with George Brent and 
Olivia de Havilland as its stars. 

The sound track of the weird 
howling of the coyotes was to 
be used as a background for sev- 
eral of the out-door sequences in 
the picture, which was filmed in 
Technicolor. It will also be turned 
over to the Warner Bros. music 
department for use when the 
musical score is written. 

Claude Rains, one of the stars 
of the film, asked the studio to 
make him a wax recording of 
the coyote howls. He wanted to 
take it back to his Pennsylvania 
farm when he finished the pic- 
ture and scare foxes away from 
his hen-house and yard. 

Other principals in the cast 
are: Margaret Lindsay, Barton 
MacLane, Tim Holt and John 
Litel. The picture was directed 
by Michael Curtiz, who has di- 
rected such triumphs as ‘‘Cap- 


tain Blood’ and ‘“‘Kid Galahad.” 
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MARGARET LINDSAY, beautiful Warner Bros.’ player, as she appears 
in the current Strand Theatre presentation, “Gold Is Where You Find 
It” which co-stars Olivia de Havilland and George Brent. 





Holt Fine Rider 


Where horses are involved 
Tim Holt insists on performing 
his own stunts. The son of Jack 
Holt, one of Hollywood's finest 
riders, literally grew up on 
horseback. 

Holt performs several spectac- 
ular feats of horsemanship in the 
Warner Bros. - Cosmopolitan 
Technicolor drama, “‘Gold Is 
Where You Find It,” which is 
now at the Strand Theatre. 
Others in the cast are Olivia de 
Havilland, George Brent, Mar- 
garet Lindsay, Claude Rains, 
John Litel, Barton MacLane and 


Marcia Ralston. 


New Fan Tale 
Olivia de Havilland, Warner 


Bros. star, was the recipient of 
the oddest fan tale of the week. 
A fan named Guy Harris, of 
Petuluma, who raises chickens, 
wrote that one of his White Leg- 
horn hens had laid an egg with 
the initials O. H. on it. He sent 
Miss de Havilland a picture of 
the egg. Olivia is currently to be 
seen in “Gold Is Where You Find 
It’ at the Strand Theatre. 
George Brent plays opposite her 
and the large cast includes such 
outstanding players as Claude 
Rains, Margaret Lindsay, John 
Litel and Barton MacLane. 


ease tmeaseESs 
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GEORGE BRENT, CLAUDE RAINS, AND OLIVIA DE HAVILLAND in 
a scene from the Warner Bros. lifelike Technicolor picture, “Gold Is 
Where You Find It” which is now at the Strand Theatre. 


Wheat Field 
Insured 
For Picture 


Probably the most unusual 
‘fire insurange policy ever writ- 
‘ten for a motion picture studio 
‘was. taken. out several i months 
‘ago by Warner Bros. on a 2400- 
acre wheat field near Perris, 


Calif. 

.* “Fhe policy, for $50,000, cov- 
ered ‘the entire 2400-acre field 
or any part of it which might be 
damaged by fire. 





Incidentally, under the strin- 
gent terms of the policy, any 
member of the “Gold Is Where 
You Find It’’ company, which 
used it as background for har- 
vesting scenes, caught smoking 
on the location was subject to im- 
mediate dismissal. 


An order to that effect issued 
by T. C. Wright, studio man- 
ager, pointed out that the fire 
hazard was very great and that 
the smallest spark might set the 
entire field afire. 


As a_ consequence, George 
Brent, Claude Rains, John Litel, 
and other principals as well as 
more than 100 extras, bit play- 
ers and the forty members of the 
crew had to go without smokes 


between the hours of 7 A. M. 
and 4:30 in the afternoon. 


Warner Bros. purchased out- 
right 50 acres of the immense 
field. This area was used to re- 
enact harvesting scenes of the 
1870's and parts of it also were 
employed to depict flood scenes 
activities in the mountains. 

To get the flood effects the 
studio had to lay a four-inch 
pipeline and pump water for a 
distance of nearly a mile. 

The production, which has 
Olivia de Havilland in the lead- 
ing feminine role, was photo- 
graphed entirely in Technicolor 
under the direction of Michael 
Curtiz. It is now at the Strand. 


Bad Men Successful 
In Motion Pictures 


It pays to be bad in Holly- 
wood these days. The screen vil- 
lain is back in favor and cinema 
meanness is paying big dividends. 

Claude Rains is one screen 
rascal who is making villainy 
pay. For his meanness in “They 
Won't Forget,” he has won crit- 
ical plaudits. Right now he’s 
heckling the hero, George Brent, 
in “‘Gold Is Where You Find It,”’ 
the Warner Bros. - Cosmopolitan 
melodrama now on view at the 


Strand Theatre. 


Barton MacLane, one of the 
screen's meanest characters, goes 
from picture to picture. He is 
also in “‘Gold Is Where You Find 
It." Craig Reynolds didn’t do so 
well until he took up screen 
skullduggery. Ricardo Cortez, 
who used to be a leading man, 
has jumped in favor since he be- 
came a bad man. 

Look over any studio talent 
sheet and you'll find that villainy 
pays—there are more villains 
working than there are heroes. 

“Gold Is Where You Find It” 
has a large cast headed by Olivia 
de Havilland and George Brent. 


. 
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De Luxe Tents 
For Stars 
On Location 


Hollywood does its camping in 
de luxe manner. 


Seven hundred and fifty miles 
from home, 60 miles from the 
nearest town of any _ conse- 
quence, 12 miles over a wind- 
ing one-way mountain road from 
the nearest hamlet, some of the 
people who make the movies had 
their hot showers, electric lights 
and refrigeration units a few 
months ago. 


Such was the life in the great 
open spaces with the Warner 
Bros. - Cosmopolitan Technicolor 
production, “Gold Is Where You 
Find It,’ starring George Brent, 
Olivia de Havilland, Claude 
Rains, Barton MacLane and oth- 
ers, which is now at the Strand. 


The 200 members of the com- 
pany, Director Michael Curtiz 
and stars included, lived in a 
tent city especially built for 
them and christened “Little Bur- 
bank” after the city in which 
Warner Bros. studios are situ- 
ated. 


But what a tent city! 


It consisted of 75 tents, ar- 
ranged in four parallel rows 
with streets between the al- 
ternate rows. Each tent had 
redwood flooring and _ siding 
halfway to the eaves. Between 
the eaves and the siding was wire 
screen, so that the side flaps of 
the tent might be raised without 
letting insects in. 


Fronting the northernmost 
street, dubbed “Hot Shot Ave- 
nue,’ were the tents of the stars, 
directors, executives and_ staff 
members. Each of these tents, 
with the exception of the stars’ 
and Director Michael Curtiz’, 
housed three individuals. 


The rest of the 200 had every- 
thing but the private showers 
and washrooms. But they, like 
the inhabitants of ‘‘Hot Shot 
Avenue,” had hot and_ cold 


water. 


All in all, it was life in the 
great open spaces with most of 
the comforts of home. 


THE KISS— 


Harmonization! 
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JOHN LITEL AND MARGARET LINDSAY as they appear in the cur- 
rent Strand presentation, “Gold Is Where You Find It,” a Technicolor 
production starring Olivia de Havilland and George Brent. 








(Opening Day) 


“Gold Is Where You Find It” 
Opening I oday at the Strand 


With George Brent and Olivia 
de Havilland as its stars, “Gold 
Is Where You Find It,” a thrill- 
ing melodrama of California in 
the 1870's, has its local premiere 
today at the Strand. 

It is a Warner Bros.-Cosmo- 
politan production in Techni- 
color and according to reports 
of previewers is one of the really 
best pictures of the season. 

“Gold Is Where You Find It” 
deals with a phase of gold-seek- 
ing that has hitherto been un- 
touched by the movies—the hy- 
draulic mining whereby  tre- 
mendously powerful streams of 
water ripped away hillsides, 
from the debris of which the 
miners sifted their metal. 


But this debris overflowed 
upon the lands of the wheat- 
growers and orchardists, and 
warfare resulted—a conflict that 
was prolonged and deadly. The 


fight extended over a number 
of years, nearly split the State 
of California in two, and was 
not settled until a court decision 
declared in favor of the agricul- 
turists and made the hydraulic 
interests quit. 

Supporting Brent and Miss de 
Havilland are Claude Rains, Mar- 
garet Lindsay, John Litel, Mar- 
cia Ralston, Barton MacLane, 
Tim Holt (young son of the fa- 
mous Jack), Sidney Toler, 
Henry O'Neill, Willie Best, Rob- 
ert McWade, Harry Davenport, 
a score of others, plus thousands 
of extras. 

“Gold Is Where You Find It” 
was made on the actual locale of 
the ancient war and was directed 
by Michael Curtiz, maker of such 
successful action dramas as 
‘‘Captain Blood” and “Charge of 
the Light Brigade.” It is based 


upon Clements Ripley’s novel. 


Olivia de Havilland and George Brent in 
“Gold Is Where You Find It” 


Infatuation!! 


Concentration!!! 
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Old Decision 
Of Judge 
Has Survived 


Thousands of decisions are 
handed down from the benches 
of hundreds of courtrooms every 
day. They are handed down and 
promptly forgotten except per- 
haps by a handful of lawyers. 


Now and then, however, there 
is delivered an opinion that sur- 
vives through the years and is 
quoted innumerable times by 
lawyer and layman alike. It sur- 
vives perhaps because of the 
power and beauty of its word- 
ing; or because of its import. 


Rarely, though, does one sur- 
vive on both counts as has the 
Judge Sawyer decision of 1878— 
a decision which altered the his- 
tory of the State of California 
by removing it from the hands 
of the mining kings and giving 
it to the farmers. 

The decision handed down in 
the Supreme Court at Sacra- 
mento following years of bloody 
warfare between the hydraulic 
miners and the ranchers of the 
Sacramento Valley, and_ the 
events leading up to its delivery, 
are faithfully recorded in War- 
ner Bros. - Cosmopolitan Tech- 
nicolor production, ‘‘Gold Is 
Where You Find It,” starring 
George Brent, Olivia de Havil- 
land, Claude Rains, Margaret 
Lindsay and others. The picture 
is now at the Strand Theatre. 

In 1878 the trouble between 
the hydraulic miners and the 
farmers in the Sacramento Val- 
ley had reached such a point of 
warfare that it alarmed the na- 
tion. 


Finally, as a test, the North 
Bloomfield case reached the 
State Supreme Court and the 
eyes of the nation were focused 
on Sacramento. 


At the conclusion of his sum- 
mary, the judge said: 


‘Let it also be recorded for 
the future that so far as the per- 
manent interests of the state are 
concerned, it is the opinion of 
this court that in any final ques- 
tion between the two, agriculture 
is of more lasting value and im- 
portance than mining.” 


At the Strand 
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And to the People Belong the 
Golden Treasures Hidden 


There, Whether They Find 


Them in the Savage Heart of a 
Mountain, On the Green Boughs 
of Orchards, Or In Blown 
Fields of Ripening Wheat! 
Gold Is Where You Find It! 


by HARRY LEE 


44 HAR’S gold in 
them thar hills!’’ 
The cry that sum- 
moned the Forty- 
niners from the farthermost 
corners of the earth to the 
fabulous country of their 
dreams. 

Stephen Foster author of 
the hit song of the day. 

As the endless procession 
of covered wagons jolted 
along over mountains, plains 
and deserts, many the young 
adventurer who thought of 
the gal he left behind him 


and sang: 


BELOW: Hero and heroine ‘alone at last,’ while the 
entire company looks on! LEFT: Director Michael 
Curtiz gets a new slant, with the assistance of 
cinematographer Sol Polito. 





“Oh, Susannah, don’t you 

cry for me, 

I’m bound for Califor-ni-a, 

With my banjo on my 

knee!”’ 

The Forty-niners had be- 
come legendary when, a dec- 
ade and a half later, an alto- 
gether different brand of 
gold-seeker took the long 
trail west. They, too, came 
from North, East and South 
—young but hardened cam- 
paigners, who wished to re- 
trieve what they had lost in 
the four years of conflict. 
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the four years of conflict. 

The fertile valley of the 
Sacramento which was their 
goal—yielded the gold they 
sought. 

Mile on mile of golden 
wheat ripened under cloud- 
less skies as a reward for 
years of labor. There they 
built their homes and reared 
their families. Prosperity 
smiled upon this new empire 
they had established. 

At harvest time the click 
of the reapers resounded 
across the shining acres, long 
lines of wagons were heaped 
high with the golden grain, 
and the threshing machines 
prepared it for the markets. 

Then loomed the enemy. 

In the mountains above 
the peceful valley—gold was 
discovered. Men with capi- 
tal employed the most mod- 
ern methods of robbing the 
hills of their hidden treasure. 

They set up huge hydrau- 
lic monitors which literally 
ripped open the mountains, 
the yellow tongues of water 
hurling the gold-laden earth 
down the sluice-boxes to the 
stream but—and here was 
the menace to the men of the 
farms and vineyards—bear- 
ing with it a lavalike tide of 
black mud which defiled the 
waters of the stream, and 
spread over the fields, killing 
all life there. 

The farmers built levees— 
only to see them swept away. 

Thus began the war be- 
tween hydraulic miners and 
men of the fields, one of the 
greatest conflicts of Ameri- 
can history. 


The burning question in 
the Golden State in the ’70s: 
“Shall California belong to 
the wheat - growers, who 
bring food-crops from the 
soil each year, or to the hy- 
draulic miners, whose terrific 
streams of water tear away 
the hillsides and ruin the ad- 
jacent farming lands?” 

That bitter war was ended 
by the historic decision of 
Federal Judge Sawyer—one 
that is a classic in annals of 
the law: “In any final ques- 
tion between the two,” he 
said, “‘agriculture is of more 
lasting value and irnportance 
than mining. Gold may be 
the blood of a nation, and, 
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as such, indispensable—but 
the earth is its heart and 
soul. The land is for the 
people. It does not change. 
Its fruits are inexhaustible, 
and, God willing, may it 
continue to survive its spoil- 
ers.” 


Along Came Ripley 


The story of these “‘brave 
days of old” might have 
been lost to posterity, had it 
not been for a wide-awake 


young man named Clements 
Ripley, to whom California's 
past was of extreme interest. 

Ripley, a native of Taco- 
ma, Washington, graduated 
from Yale in 1916, and be- 
tween that time and Amer- 
ica’s entrance into the World 
War, he served with the na- 
tional guard on the Mexican 
border, taking examinations 
for the regular army and try- 
ing, unsuccessfully, to get a 
job on some newspaper or 
magazine. He did not write 
professionally until after the 
war from which he emerged 
with a captain’s commission. 

A thrilling novel—‘*Gold 
Is Where You Find It’’—is 
the result. Dealing with the 
California ‘‘gold war’? men- 
tioned above—it was pub- 


lished serially in the Cosmo- 
politan Magazine and later in 
book form. It soon became 
a best seller. 

Warner Bros., who had 
been searching for a worthy 
sequel to their smash techni- 


color success— God's Coun- 
try and the Woman’’—lost 
no time in_ securing the 


screen rights to this thrilling 
romance of American his- 
tory, “Gold Is Where You 
Find It.”’ : 


In Search of “Gold” 


The making of a picture in 
Technicolor is a difficult task 
and it was a company of two 
hundred, artists, technicians 
and laborers which entrained 
for Weaverville, California 


LEFT: Curtiz directs actors bur- 
ied under a tree stump, after 
dynamiting of mountain. 


line, where many of the most 
important scenes were to be 
taken. 

Here are some of the difh- 
culties they had to contend 
with. 

Weaverville, being a town 
of but 1500 inhabitants, nat- 
urally lacked accommoda- 
tions for so large an influx of 
visitors. Consequently the 
studio had to build a tent 
city seven miles from town, 
and about half a mile from 
the location proper, to house 
the troupe. Seventy-five tents 
were put up and, excepting 
stars and executives, four 
persons occupied each tent. 


Meals were served in the 
cook tent. 


After dinner a bus service 
was in operation between lo- 
cation and the town of Wea- 
verville, the last one leaving 
at 11 P.M. Whoever missed 
it walked the seven miles 
back to camp. 


The company arose at 5, 
breakfasted at 5.30, and at 
6.30 shooting began. 
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Lunch was served at noon 
and dinner about 6 P.M., 
depending on how late the 
afternoon permitted the 
company to work. 

Before leaving the studio 
for location, each member of 
the company was handed an 
official order which. said, 
among other things, that 
positively no money would 
be advanced to anyone on 
location. 

Curfew rang at the loca- 
tion camp at midnight, and 
the studio sent members of 
its private police department 
along with the company to 
enforce orders. 


Movie-Making Oddities 
Probably the most unusual 
fire insurance policy ever 


LEFT: Curtiz directs from a raft. BELOW : ‘Shoot- 


ma es : 
ing’ a scene; and as it appears on the screen. 















written for a motion picture 
studio was taken out by the 
producers on the 2400-acre 
wheat field at Perris, Califor- 
nia, where the colorful har- 
vest scenes were photo- 
graphed. The policy, which 
was for $50,000, covered the 
entire wheatfield, or any part 
of it, which might have been 
damaged by fire. Under the 
terms of the policy, and be- 
cause of the great fire haz- 
ard, members of the cast and 
crew were forbidden, under 
penalty of dismissal, to 
smoke on the set. 

A 50-year-old steam 
threshing machine and an 
ancient Advance - Rumely 
thresher were brought from 
Chicago for the wheat har- 














vest sequences. The thresh- 
ing machine, looking some- 
thing like a locomotive with 
steam roller wheels, and 
driving the thresher through 
the medium of a long belt, 
burns oil now, instead of 
coal or wood. 

But the camera couldn't 
see that. 

So intense was the heat at 
Perris, where the company 
spent four days shooting the 
harvest sequences, that arti- 
ficial perspiration had to be 
supplied, the actors being 
properly wetted with water 
buckets and spray guns. 

The 118-degree tempera- 
ture caused moisture to dry 
as quickly as it appeared on 
faces and arms and, as a 
consequence, the wheat har- 
vesters had to be literally 
drenched with water at the 
start of each scene. 

It’s not on record that any 
of the company — actors or 
technicians — made up their 
minds to leave films for the 
farm, 

Nearly sixty per cent of 
the scenes were _ photo- 
graphed on location. At 
Perris not only the harvest 
scenes were shot, but the se- 
quences so vividly describing 
the chaos and disaster caused 
by the tons of debris hurled 
down over the wheatfields 
by the monitors of the hy- 
draulic miners. At Weaver- 
ville, hydraulic mining scenes 
were made. River scenes 
were done at Sacramento. 
The end of the picture took 
the company to Big Bear 
Lake in the San Bernardino 
mountains. 

George Brent, leading 
man of ““God’s Country and 
the Woman,” is cast as the 
romantic lead, opposite love- 


ly Olivia de Havilland. 
Prominent parts include 
Claude Rains, Margaret 
Lindsay, Barton MacLane, 


Marcia Ralston, John Litel, 
Russell Simpson, Tim Holt, 
Henry O'Neill, Granville 
Bates and Sidney Toler, 





“No. 701-B.” Price $1.00. Order from Warner Bros. Campaign Plan Editor. 


PERSONALITIES and BRIEFS 





OLIVIA DE HAVILLAND—Tokio, Japan, was the birth- 
place of this dimpled little lovely. She came to Cali- 
fornia with her English parents at the ripe old age of 
three years. School ambition was to be a teacher, an 
author, or—an actress. Ambition number three was real- 
ized when a talent scout for Max Reinhardt saw her in 
a school production of ““A Midsummer Night's Dream.” 
She got the role of Hermia in Reinhardt’s Hollywood 
Bowl “‘Dream.’’ Next step was a contract with Warner 
Bros. Within two years, Olivia has become a top-ranking 
screen star with bigger and better roles constantly com- 
ing her way. In spite of all this she’s still pretty much of 


GEORGE BRENT—He’s tall, he’s tan, he’s terrific—is 
Irishman George Brent. What's more—he has lived! 
During the Irish Rebellion he was a rebel secret service 
man. Things got hot for him and he fled to London, 
which proved no refuge. So from there he went to Can- 
ada. But all roads lead to New York. Bitten by that old 
debbil the acting bug, he joined first one stock company, 
then another, and managed to cover most of this coun- 
trys one-night stands. But he was good—and the next 
step was Broadway. After Broadway — what? Why, 
Hollywood, of course. And that’s where Brent hopes to 
stay. A man’s man—he likes to fish, ride horses, is a 





a little girl—likes to swim and dance, eat ice-cream 
sodas, and doesn’t. go in for love affairs. Her newest 
picture is “Gold Is Where You Find It,’’ the Technicolor 
production at the Strand Theatre. 


fresh air fiend, and his favorite meal is steak, hash 
browned potatoes and strawberry short cake. Reads a 
great deal, likes intelligent women, is an expert at chess. 


Current picture: “Gold Is Where You Find It.”’ 
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CLAUDE RAINS—Born in London with a love of the BARTON MACLANE—Of Scotch and Irish descent, he 
Theatre in his very veins, he started playing hookey was born in Columbia, South Carolina. He was educated 
from school when he was ten to act as page-boy in a the- in the north, however, played football at Wesleyan Uni- 
atre. By the time his parents found out about it, it was versity, worked for the Standard Oil Company, all the 
too, late to stop him. The theatre was his life. From call time harboring the secret ambition to become an actor. 
boy he rose to the position of prompter, then business Began playing in. stock in: Atlanta cthen Brooklyn, Nate. 


, sta ma er, and finally an actor of bit : 
tide, les ed ee iy Span Ae Eneland td Auateatier The ark and Hartford. Eventually one of those ever-peering 
; Warner scouts saw him and he was given his first role 


war began—he enlisted in a Highland regiment, went 


to France where he was gassed and wounded. Returned 
to London to convalesce. The theatre beckoned again 
and within a few years he became one of the most prom- 
inent actors on the English stage. Subsequently he came 
to America, appeared in several Theatre Guild plays. 
Hollywood next—and fame. Favorite role is in ‘‘They 


Won't Forget.’’ Newest: ‘‘Gold Is Where You Find It.” 





Mat 104——15c¢ 





Mat 109—15¢ 


as the villain in “Black Fury.’” His hobby and all of his 
favorite outdoor sports rolled into one is his five-acre 
ranch in San Fernando valley. Spends all of his available 
time there, working on the land. Likes to read, play 
bridge, talk politics and drive his Ford. Has played all 


kinds of roles but prefers the “heavy” types. Is currently 
featured in “Gold Is Where You Find It.” 





Mat 110—15c 


MARGARET LINDSAY—Born of a socialite family in 
Dubuque, Iowa, none of whom had ever had anything to 
do with the stage, acting was her ambition from toddl- 
ing days onward, Packed off to a private school in Wash- 
ington, D. C., she stuck to her guns by majoring in 
dramatics. Next came the American Academy of Dra- 
matic Art, without family sanction. Graduating with 
honors she went to London where she played several 
roles and acquired a perfect English accent. Back on 
home ground she migrated to Hollywood. Only minor 
parts were forthcoming. Then the call went out for an all- 
British cast for ‘““Cavalcade.’” Margaret cashed in on that 
British accent. Result: she got a good part, and didn’t 
confess to her Iowan birth until after she’d made good— 
by which time no one cared. Is now appearing in ‘‘Gold 


Is Where You Find It.”’ 





JOHN LITEL-—Didn’t want to be a banker like his 
father, so he drifted away from his Albany, Wisconsin, 
home after he graduated from college, and took any jobs 
that offered themselves. At the age of twenty-six, he 
“found himself’? playing in a stock company with Grace 
George in a Shaw play. Since then he has played in 
almost every important stock company and city in the 
United States. Then Broadway and important roles in 
“Ceiling Zero,’ “Lily Turner’? and many others. Came 
to California to visit his mother. A talent scout for War- 
ners met him and got him a screen test. He has been 
seen recently in such big productions as ‘Marked 
Women” and “The Life of Emile Zola” in outstanding 
character roles. His latest is in ‘“‘Gold Is Where You 
Find It’ now at the Strand Theatre. 
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Sandow Curtiz 
Michael Curtiz, Warner Bros. 


Many A True Word 


“Hollywood,” observes Claude 


Keeps Doctor Away 


On two successive nights a 


Likes To Chat 
Olivia de Havilland, star of 


few weeks ago, Olivia de Havil- Rains, Warner Bros. character director who made ‘Gold Is Warner Bros. - Cosmopolitan 
land, young Warner Bros. star, star, “is a place where love is Where You Find It,’ now at the “Gold Is Where You Find It,” 
went to bed without her supper. a word they put in picture Strand Theatre, never misses a now at the Strand Theatre, has 
She wasn’t being punished by titles." He is now playing in circus. In Europe he was a strong discovered how to foil autograph 


“Gold Is Where You Find It.”’ 


her mother, either. It seems that man with a traveling show. 


Miss de Havilland had to play a 
scene in “‘Gold Is Where You 
Find It’ that required her to eat 
apples. Each day, she ate six 
apples and didn’t want food at 
eventide. Olivia is now to be 
seen at the Strand Theatre in 
“Gold Is Where You Find It,” a 
Warner’ Bros. - Cosmopolitan 
Technicolor melodrama. 


hounds at film previews. 

Miss de Havilland tried out 
her new plan at the preview of 
“The Great Garrick,’ in which 
she plays opposite Brian Aherne, 
and it worked. She wears a huge 
hat. The hat is of straw and 
when she keeps her head down 
she can see through the brim. 

“I walked right through the 
crowd with my head down and 
the fans couldn't see under the 
hat,” Olivia says. 


No More Colds 


When all pictures are made in 
color, colds may be a thing of 
the past among Hollywood ac- 
tors and actresses. 


Lost Her Man 


Margaret Lindsay, one of the 
stars of the Warner Bros.-Cosmo- 


Members of the Warner Bros.- 
Cosmopolitan ‘“‘Gold Is Where 
You Find It’? company have dis- 
covered that since they started 
working in the technicolor pro- 
duction they haven’t had colds. 
The reason is this: the carbon 
lights used in color pictures give 
off ultra-violet rays which build 
up resistance against colds. “‘Gold 
Is Where You Find It’ is now 
showing at the Strand Theatre 
with George Brent and Olivia de 
Havilland as stars. 

Others’ in the cast include 
Claude Rains and John Litel. 
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OLIVIA DE HAVILLAND AND GEORGE BRENT, the stars of “Gold Is 
Where You Find It,” which comes to the Strand Theatre on Friday. 


politan Technicolor production, 
“Gold Is Where You Find It,’’ 
has, during the past three 
months, received 86 letters from 
fans who want her to get her 
man in her next picture. The 
fans protested that in both 
“Green Light’ and ‘‘Back in Cir- 
culation’’ Miss Lindsay lost the 
leading man to other actresses. 
She is to be seen in “Gold Is 
Where You Find It” now show- 
ing at the Strand Theatre. 

The picture co-stars Olivia de 
Havilland and George Brent and 
was directed by Michael Curtiz. 


OMEN’S PAGE PUBLICITY 





Twisting cellophane 1s the 
perfect exercise for firming 


delicate finger muscles. 
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SLEEK AS A SEAL— Margaret 
Lindsay's printed satin swim suit 
is the last word in nautical chic. 
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Handsprings s. beauty 
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Introduced by Givic de Havilland — Star of 
"Gold Is Where You Find It" 





Cream is used in massaging the 


forearms = combining softening 


treatment with muscle toning. 








Suede Used In Suit 


Hats off to a sports innovation 
that ought to prove a joy to every 
girl who wants a variation on the 
inevitable “‘little woolen suit.”’ It’s a 
suede suit (before we go any further 
let us tell you that an ordinary suede 
brush will keep it unmarked) in all 
the new dusty pastel shades than 
which there is nothing more flatter- 
ing. Margaret Lindsay has it in dusty 
pink with a bolero jacket and a gored 
skirt. Maroon accessories go with it. 


Olivia's Novel Pin 


Novelty jewelry is perfect for add- 
ing a touch of distinction to your 
classic sports clothes. Olivia de 
Havilland has designed a unique pin 
—a large gold pilot’s wheel with as 
many spokes in it as there are colors 
in the rainbow. Each spoke is stud- 
ded with different colored  semi- 
precious stones. Miss de Havilland is 
currently featured in the Technicolor 


picture, “Gold Is Where You Find It.” 


Fan Designs In Print 


The first crocus and the first print 
are synonymous in the fashion world. 
And this season it's prints again— 
but prints with a difference. In Holly- 
wood the glamour girls are making a 
game of it—planning their own de- 
signs with honors going to the most 
imaginative. Olivia de Havilland is 
very proud of her lettuce green frock 
with tiny white fans sprinkled sparsely 
over the bodice and very thickly over 
the wide peasant skirt. 


New Powder Shades 


The new vogue for color starts 
with the skin. Margaret Lindsay, fea- 
tured player in Warner Bros. Tech- 
nicolor picture, “‘“Gold Is Where You 
Find It,’’ at the Strand Theatre, has 
conceived an unusual evening make- 
up to wear with a deeply cut decol- 
letage. She covers her back and 
shoulders with quick-drying founda- 
tion cream and gives them a dusting 
of soft mauve powder. 
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SHE’S A HEADLINER—Olivia de 
Havilland’s coiffure is designed for 
wear with or without bangs. 


Introduced by Margaret Lindsay — featured in 
"Gold Is Where You Find It" 
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Master of Crowd Psychology, Michael Curtiz 


Had Won Fame Abroad for Directing 


Vast Screen Spectacles Before Coming 
PO Plolimood bt vet 


HOLLYWOOD, CALIF.—The 
only static thing about Michael 
Curtiz—he prefers to be called 
Mike—is his use of the English 
language, which he insists is 
quite as bad as when he passed 
the Statue of Liberty for the first 
time a dozen years ago. 

He speaks a number of lan- 
guages fluently, and nobody gets 
more fun out of the obstacles 
the American tongue puts up to 
down him, than he himself. 

His own words boomeranged 
back to him in an amusing way 
recently. During the shooting of 
*‘Gold Is Where You Find It,”’ a 
public address system was being 
used on location to direct the 
mob of several hundred extras 
and Mike was having a little 
trouble bringing quiet to the set. 
He finally shouted through the 
microphone with some violence, 
*‘Anybody who has anything to 
say—please shut up!” 

Three or four seconds later 
the words came back like the 
chickens that come home _ to 
roost. ‘“‘Golly!’’ he exclaimed 
with a wry grin, ‘Somebody 
speaks lousy English around 
here!”’ 

While directing “‘The Charge 
of the Light Brigade’’ Curtiz an- 
nounced to the embattled hosts 
that anyone getting hurt during 
the scene would get an extra 
day’s pay. 

Gong br-r-r-r-r-r-ed! Lights 
glared! Cameras ground! The 
battle progressed with blood- 
curdling realism. At the end of 
the scene Mike inquired blandly, 
**Anybody hurt!”’ 

Everybody reported everybody 
in ship shape. 

‘*All right,’” commanded 
Mike, so the story goes, ““Then 
we shoot it over!” 

Michael Curtiz’ long line of 
directorial achievements show 
that he gets results. That he 
wins the confidence and good 
will of everybody on the set is 
beyond question. 

It even may be that his ludic- 
rously garbled remarks are made 
with a tongue in the cheek — 
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since they add to the merriment 
of the company and their will- 
ingness to put their best into get- 
ting just the effect he wants to 
get. 

Mr. Curtiz is seen above in 
various sequences in ‘Gold Is 
Where You Find It.’’ At the left 
he is directing Claude Rains and 
George Hayes—=jin the rescue 
scene following the dynamiting 
of the mountain. In the upper 
picture he is shown with tech- 
nicians on a raft getting the 
proper angle on the levee-build- 
ers along the river. Again he is 
showing George Brent, the lead 
—not visible—just how to dis- 
arm young Tim Holt (Jack's 
twenty-one year old son) in a 
scene at the mining town, Ten- 
Spot. At the right he is on the 
look-out with Sol Polito, veteran 
cameraman. The other illustra- 
tion presents Michael Curtiz him- 
self in a characteristic pose with 
script and the inevitable cigar. 

The making of *‘Gold Is Where 
You Find It’’ added some price- 
less lines to the Curtizian legend. 

When trying to get the utmost 
of dramatic intensity he said to 
Brent, “‘No, George. Not like 
that. Very deep from the stom- 
ach, should the voice come out!” 
To another actor whose reaction 
to a line he didn’t like, he said, 
*‘Be natural; don’t relax!’ 

To a sound man who was de’- 
laying a scene because he 
couldn't get his boom in the 
right position, he remarked, 
“You're technical; not enough 
clever!’ To another he gave the 
rather disturbing direction, ““You 
should laugh like a seal,’’ and 
to yet another, ““When you move 
you should swish yourself here 
over!” 

Michael Curtiz has known the 
rough side of life and he has the 
art of making his players fight to 
the finish and like it. Realism 
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is a fetish with him. As a young 
man he for a time posed as a 
professional strong man with a 
wandering carnival troupe in his 
native Hungary, doing it not 
only because it amused him and 
gave him an opportunity to dem- 
onstrate his unusual strength, 
but because the money he got 
for it helped to eke out his tui- 
tion at the university of Buda- 
pest and at the Hungarian Royal 
Theatrical Academy. 


His earliest ambition was to 
be an actor, and at twenty-five 
he was well on his way to reali- 
zation, when the World War 
broke out. When his enlistment 
with the Austrian army ended he 
became associated with Max 
Reinhardt in his production of 
the Greek classic, ‘Oedipus 
Rex,” at the State Theatre in 
Berlin. 


Through his association with 
Reinhardt he was enabled to go 
to Norway as an actor—and re- 
mained there to become director 
of Nordisk Films. Returning to 
Vienna he produced and directed 
seventeen pictures and then be- 
gan the wandering career that 
took him to Paris, Rome, Berlin 
and back again to Budapest, 
always directing pictures. 

Harry M. Warner, on a tour 


of Europe, visited a Parisian mo- 
tion picture studio in 1927—and 
noted with keen interest the dy- 
namic technique of a young di- 
rector, who was, of course, our 


good friend Michael. 

A long-term Hollywood con- 
tract was the result. Of the 2 
score pictures he has directed, 
“Captain Blood,” ‘“‘The Charge 
of the Light Brigade” and ‘‘Gold 
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DIRECTOR MICHAEL CURTIZ in a char- 
acteristic pose with cigar and script. 


Is Where You Find It’’ are a few 
of the most notable. 

“Gold Is Where You Find It,” 
his newest production, is a Tech- 
nicolor picturization of a thrill- 
ing chapter from American his- 
tory by Clements Ripley, which 
first appeared serially in the 
Cosmopolitan Magazine. 

The cast is headed by George 
Brent and Olivia de Havilland. 
Others are Claude Rains, Mar- 
garet Lindsay, John Litel, Marcia 
Ralston, Barton MacLane, Tim 
Holt, Sidney Toler, Henry 
O'Neill, Willie Best, Robert Mc- 
Wade, George Hayes, Russell 
Simpson, Harry Davenport, Clar- 
ence Kolb, Moroni Olsen, Gran- 
cille Bates, Robert Homans and 
Eddy Chandler. 

“Gold Is Where You Find It,’’’ 
a Cosmopolitan picture, is photo- 
graphed in life-life Technicolor. 
It will be shown at the Strand 
starting next Friday. 






Today’ 


G, 7 » Starring GEORGE BRENT and OLIVIA DE HAVILLAND 
SCREEN STO RY Gold Is Where You Find It si Coming to Hay ae Theatre 





In 1877 the famous feud be- 
tween the wheat ranchers and gold 
miners of northern California 
reached its climax. This dramatic 
story is told in the Technicolor 
picture, “Gold Is Where You Find 
It,” which comes to the Strand next 
Friday. Today begins a four-strip 
serial which tells briefly this ex- 
citing drama of the west with 
scenes from the picture. The cast 
includes George Brent, Olivia de 
Havilland, Claude Rains, John 
Litel and Margaret Lindsay. 





x CAS 





Jared Whitney (George Brent), a mining He steps into a local bar just in time to knock out Lance takes Jared to meet his father, Col. 
»-——_-_-- engineer, arrives in Tenspot, Calif. to Lance Ferris (Tim Holt) to prevent him from shooting Ferris (Claude Rains), and sister, (Olivia 
take over the Half Moon Mine. a man in a fit of anger. Wins Lance’s gratitude. de Havilland). (continued) 





Second Day 
Pick Up Headings 





(THE STORY SO FAR) 

Jared Whitney (George Brent), 
a young mining engineer, comes to 
California to run the Half Moon 
Mine. On arrival he saves Lance 
Ferris (Tim Holt) from serious 
trouble and in gratitude Lance 
takes Jared home where he meets 
his father, Colonel Ferris, a 
rancher, and his daughter, Serena 
(Olivia de Havilland). For more 
of “Gold Is Where You Find It” 
which comes to the Strand Theatre 
next Friday, follow the arrow. 


»—_——> 





Jared and Serena fall in love but the The fields of the prosperous ranchers are Great monitors like these tear into the mountain sides 
ranch vs. mine feud flares up and _ being continually flooded by the dirt and producing gold, but bringing ruin to the once-fertile 
Colonel Ferris makes Jared leave. gravel washed down by the miners. wheat fields below in the valley. (To be continued) 





Third Day 


Pick Up Headings 





(THE STORY SO FAR) 


This is the third series of pic- 
tures telling the story of “Gold Is 
Where You Find It? which comes 
to the Strand next Friday. Jared 
Whitney (George Brent) has come 
to California as a mining engineer. 
He falls in love with the daughter 
of a rancher, but the feud between 
the ranchers and miners keeps them 
apart. Follow the arrow to pick 
up the story from bere. 





BS > Judge Sawyer (Henry O’Neill) issues his Whitney's employers tell him to defend the mine by He arrives to find the miners have killed 


injunction against the miners—“agriculture force. He refuses and hastens to the Half Moon to pre- Lance Ferris as he tried to serve the 
is of more lasting value than mining.” vent bloodshed between the ranchers and miners. court’s injunction. (To be continued) 


Fourth Day 


Pick Up Headings 





(THE STORY SO FAR) 

Jared Whitney (George Brent) 
has arrived in California as a min- 
ing engineer during the great feud 
between the wheat ranchers and 
the miners. He falls in love with 
a rancher’s daughter, Serena Fer- 
ris (Olivia de Havilland), but they 
are kept apart by her father. An 
injunction is issued against the 
miners and Serena’s brother is 
killed trying to serve it. Continue 
the story of “Gold Is Where You 
Find It” which comes to the Strand 
Friday, from bere. 





The miners, led by Slag Minton (Barton The enraged ranchers have gathered to storm the mine. It works. Hydraulic mining comes 
| A aneenntaeiaememeen on MacLane), have barricaded the mine and are Knowing it would be suicide for them all, Jared makes to an end and Jared wins Serena 
prepared to resist the law at any cost. them wait while he tries a clever ruse. and the respect of the ranchers. 





(The End) 


4-DAY PICTURE STORY STRIP Available in one mat 401-B—60c. Order from Cam paign Plan Editor. 
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THE THING! 


You'll burst into color this Spring— 
wae clear, jewel-like colors; dainty 


dusty pastels; so take your tip from 














the new 1938 MULTIPLANE TECHNI- 
COLOR picture—"Gold Is Where You | 
Find It," now at the Strand... Mix. 

your colors and step into the spotlight! 










SMART SHOES FOR SPRING 


Stirring Spring creations! 
For gleaming color — choose 
patent leather in blue, red 
or green to complement your 
daytime frocks. 












HAND IN GLOVE WITH SPRING 


Amusing new gloves to add an 
extra fillip of color to your i 
ensemble. Pink to add piquancy | 
to a black frock, purple to 
enliven beige, and pale blue to 
contrast smartly with maroon. 
Kid, doeskin and fabrics. 


Ww 


HOSIERY TO FLATTER YOUR LEGS 


In brand new color ranges, hint- j i j 
ing subtly at blue, green, 
violet or what you will to 
match or contrast with your 
Spring frocks. In chiffon 
and the ultra new nets. 








A HAT FOR EVERY MOOD 


All the exciting new trends 
in our smart hats. Off- 
the-face lines, turbans, 
the classic topper: colors 


and prints to match your 
every whim. 
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GREET SPRING IN A SUIT 


New chic, new charm, new 
flattery to the volerfut 
tweeds that give you such 
fine, inexpensive suits. é 
Doubly important in ultra- a ee 
violet — the color slatea 2 
for Spring stardom. 








AT HOME IN PAJAMAS 


Brighten your home life with lounging 
pajamas in every shade of the spring 
Color pallette. Dusty biver- misty 
greens, and a delicate ivory yellow in 
satin, crepe and moire. 
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California gold rush relies 
for lobby display 


Descendants of California pioneers may 
have some unique relics of California Gold 
Rush period which you could borrow for 
lobby display. Old newspapers, old prints, 
jugs, jewelry, costumes, imitation gold nug- 
gets, mining pans and deeds will create 
desired background for exhibit. Highlight 
display with color-glos scene stills and sell- 
ing copy: "Out of the gold hills of California 
comes the lusty brawling saga of the 
builders of empire—A picture that blasts 
a new niche for 1938 in motion picture 


history—'Gold Is Where You Find It.'" 


Trunk of gold and sidewalk 
stencil for ballys 


For a couple of street stunts which may be 
worked simultaneously: get an open buck- 
board, place a large trunk on back with the 
word "Gold" painted on; couple of 
"pioneers' armed with rifles guard it on ride 
around town, others hand out heralds to 
onlookers. Get permission to stencil side- 
walks simply with the word—''Gold!'' Spot 
direction arrows on important street corner, 
lamp posts, and fences, all pointing in the 
direction of your theatre. Couple of days 
of such a teaser should result in much 
advance plug for your showing. 








Recent gold discoveries provide 


lobby display material 


Lobby display feature may be built around 
recent discoveries of rich gold fields. Last 
year there were important gold discoveries 
in Canada and in the Yukon. This year 
saw discoveries in South Africa, South 
America and in one of our own western 
states. Show giaht map of gold regions 
with title display, superimposed over en- 
tire layout. Refer to local newspaper files 
or Public Library for complete data. Gold 
regions are identified by gold circle to 
which is attached a ribbon leading to key 
cards. Stills from the picture surround. 


Blowup of Sunday feature makes 
novel lobby display 


Blow-up of the special Sunday Feature, 
"The Land Is for the People" (pages 18 and 
19) will make a colorful and eye-arresting 
lobby display. Surround with stills and 
selling copy, telling patrons that this story 
was inspired by the new multiplane techni- 
color motion picture, "Gold Is Where You 
Find It'' coming to your theatre on (play- 
date). If local newspaper runs this feature 
be sure to mention this fact in your display. 
Newspaper supplies reprints of story which 
you hand out to patrons with name of the- 
atre and playdate at bottom. 































Artist paints scene from picture 
in your theatre lobby 


Well-known local artist works on a giant 
oil painting of Olivia de Havilland in your 
lobby. Starts about a week in advance, 
completing the painting to coincide with 
opening of show. Stunt plugs color angle 
with card nearby: "Picture this scene three 
times as lovely—filmed in Life-like Techni- 
color. See 'Gold Is Where You Find It.’ 
The screen miracle—produced in the 1938 
Multiplane Technicolor." 





You’re on the air with these 


spot announcements 
ANNOUNCER: This afternoon (or last night) | had 


the opportunity of seeing a spectacular, prismatic 
motion picture. Its title is “Gold Is Where You 
Find It." This screen play is adapted from Clements 
Ripley's well known story of American life during 
the gold rush days. It depicts the situation which 
gripped California in the ‘70s when agrarian plains- 
men rose up against hydraulic miners whose wash- 
ings swept down mountain sides to destroy the 
fertile acres. It has stirring drama as men hunt for 
gold ... thrilling action as men fight for gold... 
and all the romance of yesteryear's golden west 
filmed by Warner Bros. in life-like Technicolor! 
When you see "Gold Is Where You Find It," 1 am 
sure you will agree with me ‘that this production is 
admirably contrived and often spectacular. George 
Brent, Olivia de Havilland, Claude Rains, Margaret 
Lindsay, John Litel, Barton MacLane are a few of 
the numerous stars who play tha lead roles in this 
enjoyable picture. Take your family to see "Gold 
Is Where You Find It' tonight (or this afternoon) 
at the; Strand Theatre, where it is now playing 
through next Thursday. 






ANNOUNCER: The new Technicolor production, 
"Gold Is Where You Find It,"' opens at the Strand 
Friday. Here is red-blooded action roaring out of 
the gold hills of California! . . . Hurled from the 
screen in life-like color with all the force and fire 
and fury of a new land in the throes of creation! 
"Gold Is Where You Find It" is a towering new 
peak in spectacular screen entertainment .. . It 
stars George Brent, Olivia de Havilland, Claude 
Rains and Margaret Lindsay ... Take the family to 
see "Gold Is Where You Find It" at the Strand. 





Familiar ‘‘guess how many’’ gag 
fits again for this one 


This is an "oldie" but fits to sell the title:— 
small pot of coins surrounded with scene 
stills is displayed in local jewelry store win- 
dow. Guest tickets to "Gold Is Where You 
Find It" are awarded folks who come clos- 
est in guessing the correct number of coins 
in receptacle. Provide contest blanks with 
instructions that they're to be deposited in 
box located in theatre lobby. Star blow- 
ups and large selection of scene stills sur- 
round lobby entry box which should be 
placed in rear of main lobby. Use color- 
glos stills. (See page 31.) 
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Pioneer miner parades streets 
tossing out coins 


Ever since Harry Reichenbach, famous 
press agent, used this stunt it has been a 
popular method of attracting attention. 
Simply have a man dressed as a pioneer 
miner of the 70's stride through town toss- 
ing out handfuls of novelty coins or stage 
money which is imprinted with title of pic- 
ture. He climaxes tour with a performance 
atop the marquee. Announce time of stunt 
in newspapers, heralds, lobby and on 
screen. Kids will go for this in a big way 
so be sure to stage it after school hours, 
or on Saturday just before matinee. 


Pair of ‘‘pioneer’’ stunts for 
street ballyhoo 


Box office on wheels rigged up with poster 
cutouts and large shingle in front, identify- 
ing it as a "claim office," tours busy sec- 
tions of town. Selling copy reads: "Avoid 
the rush! Stake your claim here—'Gold Is 


Where You Find It'—Now at the Strand 
Theatre." Pretty gals hand out heralds to 
onlookers. 

Man dressed as "gold miner" and girl as 
“pioneer woman" lead pack mule through 
streets. They carry mining implements. 
Banner on the mule advertises show as ''24 
karat gold entertainment." 







Patrons shovel in lobby sandbox 
in quest of gold 


Set up a small sand box with imitation 
gold novelties concealed in sand. Each 
patron is allowed to take small shovel and 
scoop at sand in quest for gold. Scene 
stills and selling copy: "'Gold Is Where 
You Find It'—Start digging here and win 
a valuable gold prize." Merchants give 
prizes in return for lobby space boosting 
their products. Artist can rig up a colorful 
backdrop of mining camp atmosphere. 
Place display in front of a revolving wheel 
which shows scene stills. Use color-glos 
stills listed on page 31. 





Claim stakes in empty lots 
attract much attention 


Plant claim stakes in empty lots, snow 
banks; tie them to trees, poles and fences. 
Tack-card attached to wooden stake can 
be made to look like the real thing. Copy 
reads: "No Gold Here! But ‘Gold Is 
Where You Find It' in the new 1938 Multi- 
plane Technicolor is now playing at the 
Strand Theatre." Direction cards could be 
employed using this copy: "'Gold Is 
Where You Find It'—at the Strand The- 
atre. Join the gold rush now." Claim stakes 
are much like any real estate marker. Make 
them high enough to be seen by passers-by. 



















Newspaper 
Promotions 





Book’s popularity suggests 
these stunt possibilities 


With the big Grosset and Dunlop book 
tie-up as a starter (see page 9) you should 
have little difficulty in carrying out the fol- 
lowing: Make certain that local book 
dealers are giving you as much as possible 
in the way of window and counter dis- 
plays; giant book cover can be displayed 
in store, in lobby, or mounted on truck for 
an inexpensive street bally; libraries and 
book stores can give out bookmarks which 
are printed from one-column ad mats (see 
ad section for suitable art); ‘literary ad- 
visor’ in lobby answers questions on picture. 


For reading book out loud 
try this tested stunt 


To direct interest in the picture by means 
of the book, have a pretty gal seated in 
a large furniture store window (with living 
room or bedroom setting), and read the 
book aloud. Voice is amplified through 
loud speaker front of store. People guess 
how long it will take her to finish book. 
Guest tickets are awarded best guessers 
who write their time on slips deposited in 
box in the store. Idea gives the store means 
of building up mailing list, and draws atten- 
tion to their windows. Idea worked in many 
spots for ‘Anthony Adverse." 


Picture’s theme is material 
for editorial scribblers 


The theme of the picture is well-timed be- 
cause of present efforts to make natural 
resources work for the largest number of 
people. Story and title could easily be 
built into sermon or editorial: 'Oppor- 
tunity can be found everywhere but it 
exists only for those who recognize and 
make use of it." Discuss topic with local 
editors and clergy. Invite them as well as 
heads of local patriotic organizations to 
special screening, after which you get their 
comments for newspaper "breaks" and ad- 
vance lobby display. 


Three uses of title to tie in 
with classified ads 


Newspapers interested in increasing classi- 
fied ad business have found it helpful to 
"dress up" such sections. Local papers 
will see the selling value of the title. For 
instance: (I) “Gold Is Where You Find It 
Among These Classified Ads"; (2) page 
can carry title to illustrate columns selling 
real estate, oil, used cars, household 
goods, etc.; (3) various contests can be 
used throughout section:—might consist of 
words scattered through ad columns which, 
when assembled, spell out the title or tell 
where key to treasure chest can be found. 
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‘‘Then and now’’ stunt ideal 
for clothing store tieup 


Arrange "then and now" window displays 
with local apparel stores. Display cos- 
tumes which were in vogue in the ‘70s and 
contrast with latest styles in vogue today. 
Cards show high prices of that period as 
compared with the bargains on sale. _In- 


clude stills to plug your showing. Idea. 


could be adapted to use by drug, furni- 
ture, and automobile dealers. Firms in busi- 
ness for number of years will welcome 
chance to show progress. 


Picture title leads to natural 
tieups with banks, etc. 


Picture lends itself to tie-ups with banks, 
loan and finance companies, jewelry stores, 
business schools. Arrange coop ads with 
selling copy along following lines: 

BANKS: "Gold Is Where You Find It 
—and you'll find it when you want it, 
if you open a checking account with 
us." 

LOAN CO.: "Gold Is Where You Find 
It—if you need money, come to us 
for a personal loan that is really per- 
sonal." 

JEWELRY: "Gold Is Where You Find 
lt—if it's made of gold, you'll find it 
here. We have the largest variety of 
jewelry in town." 

BUSINESS SCHOOL: "Gold Is Where 
You Find It — prepare for that ad- 
vancement now. Register today in a 
course which will start you on the road 
to bigger pay." 

DRESS SHOP: Sell a local ready-to- 
wear shop the idea of a window dis- 
play all in gold. An evening dress, 
slippers, stockings, bag, jewelry, etc., 
would make an attractive display and 
a good plug for your show, with ap- 
propriate copy, of course. 

Also, see dealer co-op layout which fits 
full page in tabloid paper or dominates a 
page in full size paper. Turn to page 24. 





Business boosted in tieups 
using title for copy 


Display arranged in cooperation with local 
Chamber of Commerce. Leading mer- 
chants and manufacturers set up exhibits 
showing their products. Entire display is 
tied together with copy: "'Buffalo—city of 
opportunity—proves that "Gold Is Where 
You Find It."" Promotion includes co-op 
page in local newspaper with title as ban- 
ner line; special window cards; street ban- 
ners and circulars. This entire campaign ties 
in perfectly with efforts of Chamber of 
Commerce to induce business establish- 
ments to settle in your city. 

















Newspaper readers add up 
figures, win tickets 


Here's a contest that will draw readers’ 
attention to classified "For Sale" ads in 
the paper. Cooperating paper runs a dis- 
play box on classified page announcing 
that readers may win guest tickets to 
"Gold Is Where You It" if they are ac- 
curate in adding up the total amount of 
money mentioned in the "For Sale" ads. 
Paper might use the title of picture as a 
selling line across top of classified page: 
"Gold Is Where You Find Ilt—Take Ad- 
vantage of These Golden Values Today!" 
Billing and playdate ties in your show. 






Camera shop features color film 
and color-glos stills 


Camera shops are featuring color film for 
home use. Arrange window and counter 
displays with liberal use of color-glos stills. 
Copy: "Thrill to the magic of 1938 Tech- 
nicolor in 'Gold Is Where You Find It." Now 
at the Strand Theatre." Distribute heralds 
and package inserts with color contest 
printed on one side and co-op ad on other 
side. Effective window display might be 
arranged by contrasting black and white 
scene stills with those in color. Use large 
blowup of scene from film with appropriate 
copy tieup in your showing. 







Cosmetic shop still display 
stresses color angle 


A cosmetic shop can give you window 
space on the strength of the Technicolor. 
Angle is that color has come to the fore 
more strongly than ever. Copy stresses 
the fact that the selection of proper colors 
in make-up plays a vital part in a woman's 


_ personality. Supply store with color-glos 


stills of Olivia de Havilland and Margaret 
Lindsay (see color-glos photos, page 31). 
Run contest in cooperation with store 
whereby patrons are required to give cor- 
rect color combination of cosmetics to go 
with various colored frocks. 


These stills are available 
for local tie-ups 


Olivia de Havilland: Dress — OD 935. 
Hat—OD 928. Suit—OD 901. Gloves 
—OD 957. Hosiery—OD 771. Pajamas— 
OD 959. 

George Brent: Watch—Brent 202. Pipe 
—Brent 285. . 

Margaret Lindsay: Jewelry — ML 909. 
Flowers—ML 928. 

Claude Rains: Muffler—Rains 54. Pipe 
—Rains 57. 

Order from Campaign Plan Editor. Set 
of twelve (8" x 10" glossy stills)—one dol- 
lar; individually at ten cents. 








Dealer Ad and 
Window Tie-ups 
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Treasure Hunts 
For Youngsters 


Promotion 


With Schools 
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Treasure hunts appropriate 
ballyhoo for picture 


|. In cooperation with your newspaper 
announce that treasure will be buried in 
certain public places around town (descrip- 
tion of the park or square is given in veiled 
terms). Patrons hunting for the "gold," 
find slip of paper which they bring to the- 
atre to collect their prizes. 

2. Same thing for kids; hold treasure 
hunt in public park on Saturday morning 
spotting the prize-winning certificates with- 
in a certain area. Conduct entire affair in 
cooperation with playground director and 
park officials. They'll be glad to help out. 


Lucky keyholders get passes 
to your showing 


Merchants of cooperating stores give 
tagged keys (see page 29) to their cus- 
tomers. Tag instructs holder to go to the- 
atre lobby and try to open the "Gold" 
treasure chest located there. Lucky key 
holders who are successful in opening chest 
are awarded prizes promoted from mer- 
chants. Correct keys are limited to num- 
ber of prizes. Dealers’ promotional activi- 
ties should include windows, banners, her- 
alds, and newspaper co-op ads. Get news- 
paper to run pictures of lucky patrons in 
act of opening the treasure chest. 


‘‘Hunt for Gold’’ with lobby 
as clearing house 


Buyers of old gold will realize the value of 
a tie-up with this show. Conduct a city- 
wide "Hunt for Gold" with clearing house 
established in your lobby. Booth to re- 
semble an assay office of gold rush days 
displaying large blowups of George Brent 
and Claude Rains panning gold, plus scene 
stills and selling copy: ' 'Gold Is Where 
You Find It'—Dig Up Your Old Gold and 
Bring It Here — We Pay Highest Prices 
for it." Announce this unusual service via 
heralds, banners, cards and coop ads. 
Share of receipts goes to charity. 


Historical groups interested 
in picture’s background 


Contact historical and patriotic organiza- 
tions and arrange to have speakers appear 
at their luncheons and meetings who talk 
on colorful background of story—part it 
played in the building of a mighty coun- 
try and its place in history. The publicity 
section of this press book supplies neces- 
sary material. And don't forget the schools 
in nearby towns. Arrange for bus trans- 
portation to your theatre for special after- 
school matinees. School authorities can have 
class attend in a body and then hold dis- 
cussion of picture in classroom. 
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Local Grange cooperates 
in rural districts 


To promote picture among pupils of rural 
schools, have leading members of local 
Grange speak to school assemblies on his- 
torical aspects of picture. Scene stills 
depicting the wheat farmers’ battle with 
the miners can be used to illustrate talk. 
Museum might lend exhibit material such 
as maps, relics and diagrams. Display could 
be rigged up in a trailer and towed ‘round 
town in advance of your opening. Lecturer 
on hand gives details on exhibit. 


Picture is good subject 
for schoolroom discussion 


The trade paper experts who previewed 
the picture on the coast give the tip-off 
that "Gold" is part and parcel of the 
growing cinema of the library of American 
history. This is the surest recipe for pro- 
motion activities among schools, especially 
directed to history classes. Do not hesi- 
tate to bring this to the attention of school 
principals and history teachers. Place 
notices on bulletin boards with stills tying 
in historical angle. Arrange special the- 
atre parties for students with bus trans- 
portation. Distribute heralds, novelties and 
fan fotos (see accessory section). Schools 
having 35 mm. sound film projection equip- 
ment can show trailer in assembly hall. 
Copies of Scholastic Magazine can be 
purchased from publisher at four cents 
each (see page 8). Arrange to have these 
distributed in class rooms for discussion. 
Given on page 7 is description of "Group 
Discussion Guide" which has been prepared 
by the Motion Picture Producers and Dis- 
tributors of America (Hays Organization). 
This 4 page brochure should prove invalu- 
able in reaching students, teachers, librar- 
ians, and community leaders. The front cov- 
er carries an excellent letter which can be 
reproduced and posted in lobby or school 
library. Inside spread provides a layout of 
stills and questions specially prepared for 
classroom discussion. 


Get to the kids with a 
coloring contest 


Because kids always go for coloring con- 
tests, the best drawings to use are reprints 
from one of the large ads. Be sure to stress 
contest angle and prizes for those turning 
in neatest colored ads. Distribute to 
schools, or through classrooms, by pre-ar- 
rangement with proper authorities. Pupils 
of commercial art classes could compete 
for prizes awarded for best poster design. 
Samples of work is exhibited in lobby. Art 
department heads plus local artists judge 
drawings at special Saturday matinee. 
Newspaper runs picture of best poster. 
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Essay contests promote 
interest in film 


Picture affords many opportunities for es- 
say contests to be conducted in schools. 
Students could vie for ducats on basis of 
best paper on California gold rush; or the 
historic conflict between the wheat farmers 
and the gold seekers. English classes could 
be assigned to write a review of film in- 
stead of the usual book review. Or compo- 
sitions could be written on the superiority 
of color pictures over those filmed in black 
and white. The ''Group Discussion Guide" 
shown on page 7 should be a great help in 
planning these contests. 


Representative pupils invited 
to picture’s opening 


Bring the picture to the attention of high 
school principals and teachers. Offer guest 
tickets to be awarded as prizes to students 
excelling in studies, such as history, English 
and dramatics. Winners may be asked to 
cover the picture for their school paper. 
Supply paper with scene mats, publicity 
stories and ads. Post notices and still dis- 
play cards on bulletin boards. Distribute 
imprinted napkins and heralds in school 
cafeteria. Local newspaper could run search 
for best junior moving picture critic among 
the city's schools. 


Movie-making atmosphere 
for school lobby 


"Behind the Scenes" display showing the 
filming of the picture, with plenty of 
studio color and atmosphere, will interest 
school kids. Arrange exhibit for school 
lobby with a large selection of stills from 
picture included. Borrow a real motion pic- 
ture camera, director's chair and whatever 
studio props you can get. If school has 
class in motion picture appreciation get 
them to help arrange it. Send for "off 
stage" stills No. G Pub. D, Pub. Q: Pub. 
T, Pub. X, Pub. A5I, Pub. A52, Pub. A100, 
Pub. AII0, Pub. AI19, Pub. A124. 


Kids re-enact ‘‘gold rush’ 
from school to theatre 


"Gold Rush" for kids from local school to 
your theatre. Youngsters race on bikes 
carrying banners plugging picture, theatre 
and playdate. They take route through 
busy sectors, and make plenty of noise to 
attract attention. One of the city officials 
can shoot off starting gun. Have photogs 
on hand to snap pictures for newspaper 
"breaks." For gag effect you might get 
a couple of men or kids dressed as 
“pioneers to follow. Announce starting 
time of "Gold Rush" via newspaper ads, 
heralds, and radio. 
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Rural telephone gag plugs 
your showing 


"Carry On," official house organ of the 
Philadelphia zone, suggests the following: 
Each week the rural telly operator receives 
a post card showing theatre's program. 
Each Saturday at noon, when the whole 
family is home, a line-call goes out inform- 
ing every patron on that line of the the- 
atre's picture. When operator completes 
message she announces names of four sub- 
scribers, each of whom is then entitled to 
a free pass. Idea is nobody ever comes 
alone, bringing in at least one paid ad- 
mission... and makes friends. 


Imprinted pay envelopes sell 
title of picture 


Imprint pay envelopes of large industrial 
firms with title and lucky number for lobby 
contest. Copy might run along these 
lines: “'Gold!—If the number on this en- 
velope corresponds with the lucky number 
shown on bulletin board in Strand Theatre 
lobby you will be given a pair of guest 
tickets to 'Gold Is Where You Find lt,’ 
now at the Strand Theatre." Owners and 
superintendents of factories interested, 
particularly at this time, in keeping good 
feeling among employees, should welcome 
such a tie-up affording something free. 


Town’s socialites can help 
sell your show 


You can go to the homes of influential 
men and women to tell them about the 
picture and get them to tell their club 
members and others among their friends. 
Perhaps one of the “old-timers” in town 
will come to your theatre and relate some 
interesting incident that took place in your 
town during the California Gold Rush. 
Also talk to those attending meetings of 
Rotary, Kiwanis, Lions and other similar or- 
ganizations. Have one of these clubs hold 
their weekly luncheon in your theatre fol- 
lowed by picture preview. 


Direct mimeographed message 
to mailing list 


Mimeograph a message on telegraph 
blanks reading: "We take this means to 
tell you about our showing of ‘Gold Is 
Where You Find It' starring George Brent, 
Oliva de Havilland, Claude Rains and 
Margaret Lindsay in one of the most glori- 
ous productions of the year—a story of 
yesterday's golden west in today's life-like 
Technicolor. Be sure to see it at the lowa 
Theatre next Friday. Bring the entire fam- 
ily for an evening of genuine entertain- 
ment." Attractive-looking messages like 
these can be spotted almost anywhere. 






















Rural bus lines carry patrons 
directly to theatre 


Bus lines running in rural sections might 
present tie-up. Busses run on performance 
schedule and "take you right to the door 
of Strand Theatre to see 'Gold Is Where 
You Find It.’ "" Busses carry bumper strips, 
and other display material. Provide spe- 
cial bus service for school children if they 
attend showing in a body. Send notices to 
teachers of history, geography and Eng- 
lish classes informing them of this service. 






The TRAILER too is 
produced in the 
1938 MULTIPLANE 
TECHNICOLOR 


Only the Vitaphone trailer 






gives you the full advantage 
of the new life-like color 
which is the talk of the in- 
dustry. The action is in- 
terestingly described by a 
narrator, while the selling 
copy punches out numerous 
highlights of the picture— 
altogether presenting an 
enjoyable subject different 
from the stereotyped trailer. 


Gold rush costume party 
on night of opening 


Gold Rush Costume Party, conducted as 
charity affair, with prizes for best pioneer 
costumes. Folks, in costume, attend eve- 
ning premiere showing after which they 
hold Ball in cooperating. hotel. Event is 
plugged in coop ads and lobby displays. 
This can be dressed up as real "Hollywood 
opening." Photographers on speculation 
might want to get pictures, while other 
dummy photogs flash bulbs all night. Be 
sure to get all the fixings, microphone at- 
tached to p. a. system for interviews with 
celebrities, ropes, cops, etc. 






















‘Pioneer Day’ promotes business 
for town’s stores, also film 


City officials, newspapers, Chamber of 
Commerce, civic groups, social clubs, 
stores, hotels, etc., can cooperate. Shops 
near theatre redecorate their fronts to re- 
semble shops in the 70's; restaurants and 
hotels transform places into pioneer-style 
cafes; merchants insert "then and now" 
ads in newspapers. Bus and railroad com- 
panies, hotels and stores will be interested 
in this sales promotion angle. Invite a 
representative group of these men to pre- 
view the picture and get their comments 
for lobby blow-up displays. 


‘Pioneer Tour’ can be sponsored 
hy local bus company 


Many bus lines arrange a special sight-see- 
ing tour this time of the year. It can take 
the form of a one-day trip to nearby points 
of historical importance, ending up at your 
theatre. Tie-in publicity resulting would 
prove valuable advertising to bus com- 
pany. Heralds carrying your playdate and 
brief description of places visited can be 
distributed among passengers. See if a 
sponsor cannot be found who would want 
the Orphans’ Asylum kids to be taken out 
for such an excursion. Be sure to have 
bumper strips on busses. (See page 29.) 









‘Gold’ hag attracts attention 
on street corners 


On town's busiest corners place a large 
burlap bag with the word "gold" lettered 
boldly on front. Fill bag with heavy rocks 
so that it will be hard to move. When 
enough curious folk collect pretty gals pass 
out heralds announcing picture, theatre 
and playdate. Novelty cardboard coins 
would make appropriate giveaway here. 
(See page 29.) Idea can also be used as 
"grab bag" stunt with numbers on rocks as 
basis of lucky number contest. Lucky win- 
ners are announced in lobby or from stage 
as feature of special kid matinee. 


Public libraries can co-op 
on ‘western’ exhibition 


Many public libraries have reproductions 
of Frederick Remington's Western prints. 
Arrange to have local library place them 
on exhibition surrounded by stills from the 
picture. Heralds can be placed on desk 
announcing your showing and the exhibi- 
tion. You may be able to borrow prints 
for exhibition in lobby, with appropriate 
copy under each picture to tie in your 
showing. These prints and others like it will, 
when displayed, serve to show how authen- 
tic and beautiful is this new multiplane 
Technicolor picture. 


























NOVELTY ADVERTISING GIVEAWAYS 


GREATEST 
OF THE 
GREAT! 


GEORGE BRENT 
OLIVIA De HAVILLAND 

GLAUDE RAINS ae 
MARGARET LINDSAY fiaimenaieeateesnsa 


A First National Picture 
; ACOSMOPOLITAN PROD'N 
TIM HOLT + WILLIE BEST Prosnted y WARNER BROS. 


THEATRE IMPRINT 








a 
A COSMOPOLITAN PRODUCTION + Presented by WARNER BROS. 


» IS WHERE 








NAPKINS 







i YOU FIND IT’ 


In The 1938 MULTIPLANE. TECHNICOLOR 7 


[THEATRE IMPRINT| 


KEYS AND LOCK 


Imprinted tags are attached to 
keys. One key in every hun- 
dred fits the lock, sent with 

the keys. Distribute keys at 
vantage points throughout 
city (tag carrying desirable 

_ information, playdate, mer- 
chant tie-up). Patrons try 
key in lock set up in “Gold 
Treasure Chest” in lobby. 
Prices with imprint: 500— 
$7.50; 1000—$12.50; 3M— 
$12.25 per M. 






Golden yellow, with colored printing. 
For soda fountains, shoppes, etc. Prices 
with imprint: 1M—$3.50; 5M—$3.00 per 


M; 10M—$2.75 per M. 


225 













“Gol, 






3 IS WHERE 
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BEVERAGE PADS 


Of extra heavy cardboard, an excellent medium for 
getting to crowds in restaurants, grills, taverns, etc. 
Prices with imprint: 500—$5.00; 1M—$8.00; 5M—$7.50 
per M. 


“GOLD COINS” 


made of cardboard also available with same design, 
about same size as half dollar, back side for theatre 
imprint. Prices with imprint: 1M—$4.00; 5M—$3.50 per 
M; 10OM—$3.00 per M. 





BAGS OF GOLD 


Cellophane bags containing imitation gold dust giving 
realistic appearance of bags of mined gold. Dust 
packed in bulk, envelopes to be filled locally. 

Prices with imprint: 500—$4.50; IM—$7.50; 5M—$7.00 
per M. 


All prices F.O.B. New York City. Order from: 


ECONOMY NOVELTY & PRINTING CO. 


WEST 39th STREET 


TIRE COVER 


Heavy durable 
cardboard easily 
slips on tire. 
Prices: singly, 45c; 
10 to 49, 40c each; 
50 and over, 35c 
each. Add $2.50 
for imprinting up 
to 100; over 100, 
imprinting free. 


NEW YORK, N. Y. 












"GOLD IS WHERE |... 
YOU FIND IT") ”"" 


BUMPER STRIP 


44” x 41", heavy cardboard grommeted in six places — 2 
colors—orange printing on blue card. Prices without imprinting: 
single, 18¢ each; 10 to 49, 17c each; 50 and over, 15c each; one 
dollar extra for imprinting up to 100; over 100, imprinting free. 





All Prices F.O.B. New York City. Order from: 


CLUFF FABRIC PRODUCTS, Inc. 


300 WEST 19th STREET 


NEW YORK CITY 


LOBBY AND FRONT DECORATIONS 


MEN EN FOR 
AN EMPIRE OF GOLD. 
MAN AGAINST MAN 
FOR THE LOVE OFA 
WOMAN! 





30” CIRCLE 


In natural attractive colors 

with high vamished finish, 

making likelike display. 
$2.50 each 





40" x 60” 


s : id oo : In Life-Like 
(Also available in 30° x 40°) LIFE-SIZE STANDEE etiniteeltey: 


in beautiful full colors—‘put- 


ting the stars right in your 
lobby.” 


Complete with wooden back- 
ing and easel . $5.75 each 
Also availale without back- 


rc olor ing and easel . $4.75 each 


OGRAP ‘ , IVIA LAND 


oO. 
GEORGE BRENT MARGARET sats Pi 





All prices F.O.B. New York City 


24” x 60” 
(Also available in 24” x 82’) Order from: 
Drop a card to the address below to obtain best prices on rentals. SUPERIOR STUDIO, Inc. 
AMERICAN DISPLAY COMPANY 442 WEST 42nd STREET NEW YORK, N. Y. 


525 WEST 43rd STREET NEW YORK, N. Y. 





VALANCE—on rental basis: 39’ wide, length to 
fit your marquee; made of transparent silkolene. 
Rental price quoted on request. Send your mar- 
quee size. 





r (VALANCE) 


BURGEE—3' x 4!/.’ made of lustrous satin with 
processed letters, complete with stick, tassels, 
cord and fringe. $1.50 each. 





FLAG—on rental basis: double faced, sunfast, 
weatherproof fabric, 9’ by 15’. Rental price on 
request. 





PENNANTS—12 pennants, 20” x 30” each on 40 
ft. long streamer. $1.25 per streamer. 


HN LITEL « “TIM HOLT + WILLIE 8 
os oe PRODUCTION 








(BURGEE) 


All prices F.O.B. New York City. Order from: 


ART FLAG, INC. 
449 W. 42nd STREET NEW YORK CITY 
















Lt xa 
COLOR-GLOS AUTOGRAPHED 
STAR PORTRAITS 


Prices: 


bio 9... . Sees Seach 
(0:46:24... . aes ee eee 
25 and over 20c each 





FULL COLOR 
ACCESSORIES 
FOR A 
TECHNICOLOR 

PICTURE 












g'' x 10" 
COLOR-GLOS PRINTS 


Set of 10 
Rental - - - - 9c each 
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MODERN ART DISPLAY FRAMES 


40x60 FRAME The 40x60 frame illustrated 27x41 FRAME 


at the left is made of 3” dry- 
kilned, bass moulding, ebony- 
black finish, with modern 
silver and copper lines. The 
back is 3 ply 4" veneer. The 
easel is made of 2“ pine wood. 


The 27x41 frame illustrated 
at the right is made of 2“ dry- 
kilned, bass moulding, ebony- 
black finish, with modern 
silver and copper lines. The 
back is a sturdy stretcher 
which fits snugly into the 


main fi » Th li d 
$10 each ifm $500 each 
See samples at your Vitagraph Exchange. Order directly from your Vitagraph Ad Salesman. i 
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14" x 36" 
INSERT CARD . 


Rentales-- = =. =%2* 12¢ each 
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GEORGE BRENT 


BEER 


« HAVILLAND 
CLAUDE RAINS 
MARGARET LINDSAY 


DARIO aeLAD » SOHNE NORE. WARE HIE 
tod by 


Rental 






=p ALAND 


AINS 
UDE R psav 
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You FIND IT 


GEORGE BRENT 


os HAVILLAND 
CLAUDE RAINS 
MARGARET LINDSAY 


SARLON Wo ss 







ll x 14's 
Set of 8 


35c¢ each 





RR 
GEORGE BRENT 


~ HAVILLAND 
CLAUDE RAINS 
MARGARET LINDSAY 


steph knnnrnep asec eiBaserines 


6x 18 LITHO HERALD 
and FAN FOTOS 





8" x 10° AUTOGRAPHED 
SEPIA FAN FOTOS 





* - $1.50 for 250 
Prices: $3.00 for 500 


$5.50 per M. 
Ask the Vitagraph Ad Salesman 
for special quantity prices. 


Open herald is 
six by eighteen 
inches. Folds to 
6x9 inches. 


erraniecrsmacomemeenanscte 


HERALD 
LITHOGRAPHED 
_IN THREE COLORS 
Reverse side of : e 
Herald blank for Prices: 
hein Bae $3.25 per M—5M or over 
— $3.50 per M—less than 5M 






PHOTOGRAPHED IN 


TECHNICOLO 










NuMBo (22 * 26) ge each 


eee ge SS each 
eee oe de each 


6/2 Ee e8¢ 





at 
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Scanned from the United Artists collection at the 
Wisconsin Center for Film and Theater Research, 
with support from Matthew and Natalie Bernstein. 





for Film and Theater Research 


http://wcftr.commarts.wisc.edu 


MEDIA 
HISTORY 


DIGITAL LIBRARY 





www.mediahistoryproject.org 


